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Our Liberal Offer 


This beautiful lithographed steel counter display 
case, holding 480 sheets of sandpaper with 


One-Ream Assortment of 
“Ruff-Stuff” Flint Paper 


Keeps your sandpaper clean and flat, thus putting 
a stop to a heavy spoilage loss. 

















“Res lt-Statt” 


The Sandpaper that Satisties 

















A great little automatic salesman for 
‘“Ruff-Stuff’’ Sandpaper and an opening wedge 
to the sale of handsome bills of goods to con- 
tractors, carpenters, painters, and ~“home- 
tinkers.”’ , 


It will also add interest to any window 
display of contractors’, carpenters’ and 
painters’ tools and supplies. 


Get it on your counter without de- 
lay to speed up your turnovers on 
sandpaper and the other things that 
go with it. 


“RUFF-STUFF” 
Display Assortment 


consists of the following flint 
paper in 9x11 or 834x104 in. 


sheets. 

4 quires 00 2 quires 1|!/ # : aa 
4quires 0 | quire 2 the Sandpaper that Satisfies 
4 quires |'4 4 quire 214 
4-quires | \4 quire The sheets its flat 


Write or ‘phone your job- Lit: orits are Sharp 


ber for price and discounts. : # BR 
If he has not yet put it in, The surface Is uniform 









write our nearest Branch for its paper is tough 
- S __ name of jobber who handles ge i C 
2 Oo “the ‘“Rufft-Stuff’’ line. AN Sects ODL O. 
oe eee Design 
tH 26 Patent App. For 
Displ i ly 12 in. 134 in. 
V-AVS counter space and stands 23 in. high to top of 
pt.2 inge eadboard. 


‘Weusau Abrasives @ 


Ds Branch Houses—WAUSAU ABRASIVES CO. Pacific and Mountain States—SPRAKE SALES CO., INC. 
Chicago, Detroit, New York, St. Louis, Cleveland, Los Angeles Denver San Francisco Los Angeles 
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He has learned that he safeguards his reputa- 
tion and has no trouble when he purchases or 
specifies Frantz Hinges and Butts. They have 
helped him to get his “rep” and he intends to 
have them help him keep it. 


To Sam the bright red label, on which th: 


trademark appears as it does below, means 


Sam Smith, who is a carpenter in an Indiana 
town, has a reputation that is envied by his 
Everyone knows that he 1s expert 





fellowmen 
at hanging doors 


> 


But Sam is a modest fellow and always gives 

“credit where credit 1s due.’ He knows how 

hard it is to do good work with inferior hinges. 

Therefore, he always reminds those who com- _ perfect workmanship and quality and it makes 
>| good to find the guarantee in every 


pliment him that a great deal of his success him fee 


depends on the quality of hardware specified. package. 


It was that Frantz @itrte tices that attracted his atten- 
tion to the Hinges that have brought him success. 


FRANTZ MANUFACTURING CO. 
STERLING, ILL. 
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Distinguish the HARDWARE by the 
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Sellmg PYREX Through 


the Social Columns 


This suggestion comes from a wide-a-wake mer- 
chant who never loses a trick. 


He watches the Social notes in his local news- 
papers.. Whenever a tea Is to be given he writes 
a note calling attention to the attraction of 


PYREX Tea Pots. 


When the event is bridge, or a wedding, he 
calls attention to the prize and gift attrac- 
tions of PYREX Ovenware and recommends | 


a PYREX shower. 
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He says it not only sells PYREX but brings 
people to his store who never came before. 
There is no attraction in a houseware store that 


equals PYREX. 
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How Is Your Stock of 
PYREX TEA POTS? 


Now is a good time to look 
over your stock of PYREX 
Tea Pots. Have you a full PYREX Sales Division 


supply of the Round Shape? 


eg or Ram CORNING GLASS WORKS 


Shape? 

is available in the two-cup, 
‘ four-cup, or six-cup size. If CORNING, N. Y., U.S. A. 
there are any “holes” in your 


assortment, you had _ better Originators and Patentees of Oven Glassware 


place your order while you 
think of it. 
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Eveready Columbia—the most 
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famous of battery names 


WHEN a customer enters your store 
to purchase dry batteries, he comes 
equipped with the knowledge and often 
with the experience that “Eveready” 
and “Columbia” on a battery mean “best 
quality.” When buyers ask for them 
by name, it means they know quality. 
When they say: “Give me a good dry 
cell,” the chances are they mean Ever- 
eady Columbia. This means a lot to 
you. It means no selling is needed on 
Eveready Columbias. You don’t have 


to “push them across.” Their name 
and known quality are your guarantee 
of immediate sales and long-lasting 
satisfaction. 

Today it is not a boast, but an actual 
fact, that no electrical, radio, hardware, 
auto accessory, marine supply, imple- 
ment or general store can be said to 
have a complete stock of merchandise 
unless Eveready Columbia Dry Bat- 
teries are carried. 

Order from your jobber. 


Manufactured and guaranteed by 


NATIONAL CARBON COMPANY, INC., New York—San Francisco 


Atlanta Chicago 


Dallas Kansas City 


June 25, 1925 







































Canadian National Carbon Co., Limited, Toronto, Ontario 


EVEREADY 


COLUMBIA 
Dry Batteries 


-they last longer 
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: wt 
BUCK SAWS 
| FOR NEXT FALL AND WINTER 


Place your order now for delivery when \ ) 
you will need them. Atkins standardized 
Buck Saws are known the world over as 
the best money will buy. 








Atkins Buck Saw Frames are made of care- 
fully selected material, thoroughly seasoned 
and designed to produce maximum results. 








Supplied in colors or natural wood with Q 
blades of “Silver Steel,’ Atkins exclusive hn J, 





formula; straight or breasted tooth edge of 
various widths, set and filed ready for use. 

















Send for our complete catalog and information in —_ ne 
is regard to the patterns you should have in stock. 
rt S J 
‘ —_ — 
| a EF. C. ATKHRINS & COMPAN Y 
: Established 1857 The Silver Steel Saw People 
ES * 
: Machine Knife Factory: Home Office and Factory: Canadian Factory: 
: hatiueter, M. ¥, Indianapolis, Ind. Hamilton, Ont. 
x Branch Houses: 
wa Atlanta Minneapolis Portland 
tg Chicago New Orleans San Francisco 
Memphis New York Seattle 
Paris, France Vancouver, B. C., 
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RAKE FO CLEARANCE 
EASY FOR EASY 
cuTTi PENETRATION Sseases 
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The Vixen File has two angles 
—the Rake Angle that does 
the cutting and the Clearance : 
Angle or curve that clears it 
of chips. Exactly like the 
plowshare. {See diagram). 


VIXEN 
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The Vixen File is a cutting tool 


There is a Vixen File for soft 
; metals, harder metals and fin- | : 
ishing—each tooth individually 
milled. Ask for free test. 


. HELLER BROS. COMPANY 


NEWARK, N. J., U. S. A. 
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THERE 18 A HORTON WASHER AND IRONER 





Sg ee Fak ne et ae ee 





GR ee ee we ee te tk. ed ee cea. ct ats ee” Se, Ce ees «es 


wie 
a 








No. 33—Wood tub, agitator type 
electric washer Retail price $85. 


No. 40—3 cup suction electric 
washer. Retail price $160 
{copper tub}; $165 [vitreous 
enamel tu 





U 
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No. 40 Copper Tub 
{above} is the original 3-cup 
suction electric washer. 
© 
The Horton Home Ironer has 


a complete open end Irons “ Home Ivoner — 0 inch roll. 
absolutely everything— . ~ Retail price $140 [gas heated); 
100% of the ironing. | : $175 {electric heated}. 


& 
Prices slightly higher in 
extreme East and West. 
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y= MR. DEALER, can choose with absolute 


confidence that which the majority of 
jobbers join in approving. 
And leading jobbers the country over have 
adopted Horton as their foremost line of 
Washers and Ironers. Because Horton 
meets in a very definite way their most 
exacting requirements and standards. 


There is a reputation for goodness of pro- 
duct back of the name Horton. 


For 54 years Horton has specialized in 
home laundry equipment of the finer kind. 


The Horton line is complete. From wood 
tub hand operated washers to copper tub 
electrically driven washers, together with 


HORTON MANUFACTURING COMPANY 
Fort Wayne, Indiana 


1336 Fry Stieet 


me eis 






a No. 34—Coppertub 
electric,3-wing 
aluminum agitator. 
Retail price $122.50. 


No. W—Water power. 
Retail price $22.50. 


HARDWARE AGE 
FURSE AND PURPOSE 


Hobe 


The Dominating Line of Washers and Ironers 


the most modern, improved type of home 
ironers, there is a Horton model for every 
purse and purpose. 


To dealers this jobber recognition of Horton 
merit should mean much. It is evidence 
indeed that the Horton Line and Horton 
sales policy must be right. 


There is a Horton jobber near you who 


will be glad of the opportunity to give you ° 


immediate service—to help you become 
one of the great family of successful and 
enthusiastic Horton retailers. If you do not 
know his name — write 
us—we will be pleased 

to advise you. 


* - 










No. 22—Hand power. 
Retail price $18.00. 














No. 35—Single vacuum 
cup. Hand power. 
Retail price $20. 
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A DISTINCTIVE PEXTO TOOL 


The No. 30 Star Rivet, Box Joint, Side Cutting Plier 
is so constructed and designed as to lend itself favorably 


to the many users. 


It is made of two pieces of drop forged steel—no 
welding—it has raised cutters, square opening in back 
and a perfect fitting joint which combines easy action 
and long wearing qualities. It is of excellent finish, is 
carefully tested and fully guaranteed, 


The PEXTO PLIER LINE consists of over sixty 
styles of Side Cutting, End Cutting, Diagonal Cutting, 
Combination, Specialty, Firm and Slip Joint Pliers; also 


Burner and Gas Pliers. 


Write for Catalog Showing Our Complete 
Line of Mechanics’ Hand Tools 


“The 


PECK STOW & WILCOX CO. 
Southington, Conn, USA. 
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SIMONDS 


Crescent Ground 





CROSS-CUT SAWS 


The four best selling Lance 
Tooth Saws in the United States 











A stock of these Saws means quick turnover and more profit for 
you. Sold by leading jobbers. 


Simonds Saw and Steel Co. 


Fitchburg, Mass. 
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Brushes 


Keep the Brush Business 





i . 





in Your Store 


In hundreds of cities and towns the legitimate stores are re- 
capturing the brush business from the “glorified peddlers.” 
They feature Osborn Blue Handle Household Brushes and 
push th:e Osborn plan. 


The Osborn display stand and other sales aids are important 
factors in the definitely planned and successful merchandis- 








TO 








ee ee ee ee, ee Se 


b B H - 1 
hold and Personal Use ing plan. 
rushes are never so y ° + 
canvassers or solicitors. The whole plan is complete and practical and very successful. 








Osborn Brushes are of finest quality; ingenious in dsign; 
distinctive in appearance; consistently advertised; and popular 
in price. 

All the necessary elements of success are here—waiting for 
you to put them to work. Write to the nearest Osborn 
Osborn Blue Handle House- ° , ‘ 

hold and Personal Use distributor or to us for details. 

through selected retell 


peste The Osborn Manufacturing Company, Cleveland, Ohio 














































































These well-known houses are authorized 
distributors for Osborn Blue Handle 


—— Eo ETE ET eTEy ETE 


Household and Personal Use Brushes. ot 
Ask them. 4 ( onveniem 
The W. Bingham Co., Cleveland; The & Home Use 


Bostwick-Braun Co., Toledo; The Bronson J] i oe i 
3 a Co., ow ees ee _— hag af ee a Au nar "ed Bina 

ompany, Detroit; Burhans & Black, Inc., tor srushes mM (ome. 
Syracuse; W. W. Conde Hdwe. Co., jese re four m) i" LAb 
Watertown, N. Y.; Decatur & Hopkins eyrs-eg FS eg Regge” “HER ean tae 
Cc., Boston; Eastern Drug Co., Boston; Vv 

Evansville Supply Co., Evansville; Faxon 
& Gallagher Drug Co., Kansas City; Gel 
ler, Ward & Hasner Hdwe. Co., St. Louis; 
C. H. & E. S. Goldberg, New "York City; 
L. Gould & Co., Chicago; Charles Hub- 
bard Son & Co., Syracuse: Janney, Sem- 
ple, Hill & Co., Minneapolis; Kelley- 
How-Thomson Co., Duluth; Jee-Kountze 
Hdwe. Co., Omaha; Logan-Gregg Hdwe. 
Co., Pittsburgh; Masback Hdwe. Co., New 
York City; C. H. Miller Hdwe. Co., Hun- 
tingdon; Minneapolis Drug Co., Minne- 
apolis; Morley Bros., Saginaw; Northern 
Drug Co., Duluth; The _ Philadelphia 
Wholesale Drug Co., Philadelphia; Plimp- 
: ton-Cowan Co., Inc., Buffalo; John Pritz- 
4 laff Hdwe. Co., Milwaukee; Richardson 
Drug Co., Omaha; The Salt Lake Hdwe. 
Co., Salt Lake City; Schwabacher Hdwe. 
Co., Seattle; Supplee-Biddle Hdwe. Co., 
Philadelphia ; H. D. Taylor Co., Buffalo; 
John L. Thompson Sons & Co., Troy; 


agente eng 


2 on ten 


display stand will work 
for you. Ask us, or any 


| This window and counter 
Osborn distributor. 
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Townley Metal & Hdwe. Co., Kansas City; ed and PA 
Towns & James, Brooklyn; Van Camp Te fin : 
Hdwe. & Iron Co., Indianapolis ; John B. 2137 | ) 
Varick Co., Manchester; The Walding, Good Housekeeping 

a * nstitute e> 





Kinnan & Marvin Co., Toledo; The Geo. 
Worthington Co., Cleveland; Wyeth Hdwe. roustennte wid 


& Mfg. Co., St. Joseph. 

















“ee 
“he 





MAKERS 


— 


‘ OF QUALITY BRUSHES SINCE 1892 
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WHEN THESE MEN COME TO 
YOUR STORE THEY KNOW WHAT'S WHAT 


LET THEIR EXPERIENCE HELP YOU 


These two men are working day in and day out with @TD 
Taps and Gages. They know just what a @VD tool is ene 


capable of and that any tool with this trade mark stamped on CONIY ID 
it must be of the best. , : 


So it is not surprising that when they buy tools for their own SMALL TOOLS 


kits they favor GD Drills, Reamers, Taps, Dies and Pipe SELL ONE ANOTHER 
Wrenches. It is natural that they should want tools bearing 
a familiar trade mark which they know, through experience, 





is a sign of superiority. 


We have long known that G@7D tools help to sell 
one another, This is just one more reason why it 
pays the hardware dealer to buy a FULL line of 
GT D small tools. 


(eens Lee 
CORPORATION 


GREENFIELD, MASSACHUSETTS 
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Hardware I rade 
Tire Business 


ub 


F YOU have no Tire Department you are missing 
volume and profits that are becoming very im- 
portant to Hardware Retailers. 






















The big increase in volume of tire business han- 
dled by Hardware Stores is the result of a Nationally 
Organized Hardware Trade Undertaking. 

The Hardware Trade so far this year has distrib- 
uted DOUBLE the quantity of Mansfield Tires com- 
pared with any previous like period. 

The Hardware Trade Tire Business is big, profit- 
able, and growing fast. 


Ask your Jobber about it. 


See full page Mansfield Tire Advertisements in 
The Saturday Evening Post of July 11th and 25th. 


THE MANSFIELD TIRE ©€&® RUBBER COMPANY, MANSFIELD, OHIO 
Balloon Cords Truck Cords Heavy Duty Cords Regular Cords Fabric Tires 








Nationally Distributed by Hardware Jobbers 
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Here is a part 












Finishing, Heat Treating and 
Shipping departments 
of 
The F. & N. Lawn Mower Co. 
















Machining 
and Assembling departments 
of 
The F. & N. Lawn Mower Co. 


factories 


General Offices of . 

The F. & N. Lawn Mower 7 

Co., Richmond, with © 
foundry at rear 




















The F. @N. Lawn Mower Co. 


Richmond Indiana 


TT 









ui 
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of the largest and best 
equipped lawn-mower plant 
in the world 


The jobber, the hardware retailer, the retail salesman and consu- 
mer should all know why the F & N Lawn Mower Company is 
today the largest plant of its kind in the world, for there is a real 
story behind its outstanding success. 


From a little shop as illustrated at right, 30 feet by 75 feet, manu- 
facturing a few hundred mowers per year, we have grown to a 
plant which today manufactures a mower every minute of every 
working day in the year. 


There are very definite reasons for the outstanding success of this 
company’s products. 


1—every ball-bearing F & N has the patented ‘‘automatic self-ad- 
justment’’—the greatest and only real improvement in lawn- 
mower construction made in recent years. 


2—every mower is machined and fitted as accurately as the high- 
est grade sewing machine or automobile. 


3—we are the only lawn-mower manufacturer who turns out 
every detail of a lawn-mower complete—castings—cones—blades 
—ball-bearings—everything. 


4—a definite hardware distributive policy—we sell only the legit- 


imate hardware trade. 
Illustrations on left hand page picture only a part of the F & N a re ee adie 
plant. New factory additions are now completed, increasing ning of the largest Lawn Mower 


capacity 30%. 300,000 square feet devoted to one product—lawn Company in the World. 
mowers. Illustrations on opposite page 
show only a part of the New F & N 


We make a style and quality for every requirement. More than Buildings which occupy 300,000 sq. 
225 styles and sizes of hand, horse and motor power lawn mowers, _‘*: Of space. 

golf mowers, lawn trimmers and edgers and also grass catchers. ° 

If your jobber cannot supply you, write us. 


ary for catalog and free | of ‘‘Self-Adjusting Ball Bearing 
evice.’ 


This is the F.& N. Patented Self-Adjusting 
Ball Bearing which entirely eliminates 
the annoyance of adjusting the bearings 
by set screws that work loose and permit 
the blades to become dull. 
It keeps the bearings in perfect adjust- 
ment, never requiring care or attention. 
Ex y Enclosed in dust-proof and fool-proof 
CO] \F™ case. Used on all our ball-bearing 
mowers. 
Patented Self-Adjusting Device No other Lawn Mower has this feature. 


The Ff. @N. Lawn Mower Co. 


Richmond Indiana 
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can Screw Co. 
WESTERN DEPOT 
225 WEST RANDOLPH ST., CHICAGO, 





PROVIDENCE 


TUE 


Machine Screws 
Stove Bolts 
Tire dolts 
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Datch Boy cells iteelf 


and other paint materials 
for Manning- Crowley Paint Company 


ANNING-CROWLEY Paint Company, 
of Monroe, La., find that Dutch Boy 
white-lead brings in two profits. One is a di- 
rect profit on Dutch Boy sales; the other is an 
indirect profit made on paint materials pur- 
chased at the time the customer buys Dutch 
Boy. 
J. .M. Manning, Manager of Manning- 
Crowley Paint Co., says: 


‘“The sale of Dutch Boy white-lead will 
cause our store to sell a customer for a job 
sometimes as high as four times the cost of the 
lead, in other materials.’’ 





Figures supplied by this paint company on 
Dutch Boy show that 16,000 lbs. were handled 
in 1921; 19,750 lbs. in 1922 and 35,000 in 1923. 
About sales and direct profit from Dutch Boy 
white-lead, Mr. Manning says: 


‘‘ After handling Dutch Boy white-lead from 
the opening of our store in 1913, we find that 


Dutch Boy practically sells itself. We are able 
to supply the demand with a very reasonable 
investment, and turning this investment three 
to four times per year gives us a good margin 
of profit on the original investment.”’ 


Use these sales helps 


Just as Manning-Crowley and other mer- 
chants have found two profits in handling and 
selling Dutch Boy white-lead, you can, too. 
To help your sales campaign, we will be very 
glad to supply you with window display ma- 
terial, display cards, color folders, movie slides, 
newspaper advertisements and other adver- 
tising helps free. Just drop a line to our near- 
est branch or tell your needs to our salesman, 


NATIONAL LEAD COMPANY 


New York, 111 Broadway; Boston, 131 State Street; Buffalo, 116 Oak Street; 
Chicago, 900 West 18th Street; Cincinnati, 659 Freeman Avenue; Cleveland, 
820 West Superior Avenue; St. Louis, 722 Chestnut Street; San Francisco, 
485 California Street; Pittsburgh, National Lead & Oil Co. of Penna., 316 
Fourth Avenue; Philadelphia, John T. Lewis & Bros. Co., 437 Chestnut Street. 


the demand has steadily increased ° 
in this locality for this product. Dutch Boy WV hite -Lead 
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CANT atrd @ pain.” you say. Nonsense! 
Lack of ready money, needn't stop you. The 
Devoe Plan takes care of that. 

Also remember that every dollar invested’ in 
paint saves $100 in repairs, and adds materially 
to the value of your property. 

Consult the Devoe Authorized Agent ™ your 


= NEW ORLEANS DS 
~ RLEANS, LA, TUESDAY. community, today. Ask us about the Devoe 


. Home Improvement Plan—a simple plan, free 
<~— = of red tape. by which you can paint your house 


paint industry 





d . et once and pay for it in ten monthly install- 
> @ ' ments. This financing plan is 25% less expensive 
é t to the property owner than any other plan in the 
; Bs 
{ 


DENIAL BY MAYOR | 
* pewes NEW ATTACK 


worthy of Devoe’s 17! 





Paints, Varnishes, Stains. Enamels, 
Brushes, Artists Materials, lnsecticides, 


WhenYou Want toKnow2" DE VOE 


Over 1200 Newspapers 


will carry the message of the Levoe Home Improvement 
Plan to more than11,000,000subscribers each issue. This suf- 
plementing National Magazine Advertising means that the 
Devoe Plan of Financing Painting Contracts will be read by 
over 18,000,000 subscribers every time a Devoe ad appears. 


Send for complete dealer proposition and get your share 


of the business created by this powerful selling program. 


Devoe & Raynolds Co., Inc., 101 Fulton St., N.Y. 
Branches in Leading Cities 


June 25, 1925 
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The skill is in the can” 
—let them know it 
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“Amateur painters always do amateur- 
ish looking jobs.” That’s an old idea. 
Da-cote exploded it. 


This Murphy finish is made for ama- 
teurs. Skill is unnecessary. The real 
skill is in the can—in Da-cote itself. 





For . . . after it is applied Da-cote 
flows just a little. Imperfections of ama- 
teur work disappear. 





This is a tremendous opportunity. 





We are telling your best customers in 
full page advertisements in the big Na- 
tional Magazines. 





You can finish the job by displaying 
Da-cote Enamel and Da-cote Univernish 
Stains prominently . . . saying “the 
skill is in the can!” 


SREY ART Bae Bee es is at aye Me a te ate ; 
LE ns ony ey yes ; PR ns FER. ate OT ae ae. (te Gee ee 
dP e beer ae ote PRO Ne eS TARP, oh Cee ek SEM MR, RRO a STS 





Just how to get the most effective re- 
sults is an art in itself. Our advertising 
| department will be glad to work with you. 
: Write us for complete information. 





Murphy Varnish Company 





ee San Francisco, Calif. 





Newark, N.J. “i <4 
Piss 
Chicago, III. ge Montreal, Canada. 


Da-cote 


A Murphy Finish—it dries in a day 


In every can of Da-cote Enamel are three things 
—fine Murphy Varnish, opaque color and 
painting skill. Anyone can brush on Da-cote 
with wonderfully satisfactory results. It flows 
slightly after it goes on. Imperfections of 
amateur painting disappear. Then it dries 
quickly—in a day. That is why it is called 
Da-cote. One coat is enough. 
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Any color. More than three million cars have 
been Da-coted. Its durable, brilliant finish is 


rz. 
Ma 
ed 
Fs, 
* 


SS = perfect for tractors, implements and every- 


thing exposed to the weather. 


Da-cote Univernish Stain is a splendid quality 
of transparent Murphy Varnish in the colors 
of usual woods—oak, mahogany or walnut— 
also in green. Renews the youth of floors, 
stairs, furniture, linoleum, front doors. 
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He’ll welcome the Installment Plan 


HE Installment Plan throws the door 

wide open to a great volume of new 
paint and varnish business—business you 
couldn’t get before because the property 
owner didn’t see any way of paying for the 
painting he needed. 


Summer is at hand. See what the plan can 
do to boost summer sales. 

People are ready to admit that the season 
is right for painting and varnishing. Thou- 
sands of them are bound to admit also 
that their homes need refinishing, inside 
or out. 


Push the Plan— 
help end dull seasons 


With the Installment Plan to aid you, you'll 
find sales effort profitable, advertising very 
much worth doing, sales easier than ever 
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before. You can make this summer the bus- 
iest in your history—a big factor in making 
1925 your greatest Paint and Varnish Year. 


The Paint and Varnish Industry has a defi- 
nite objective. You havea share in it. Are 
you using the Installment Plan for all it’s 
worth in pushing yourself and your industry 
along toward that objective ?—to 


Make 1925 the Greatest Paint and 
Varnish Year and Double the 
Industry Ahead of Time 


If you haven’t already studied the Install- 
ment Plan, you can get full details from 
Commercial Credit Company, Baltimore, 
Md., or from Aetna Finance Corporation, 
Philadelphia, Pa., who are prepared to serve 
the Paint and Varnish trade everywhete. 


507 THE BOURSE 


SAVE THE SURFACE CAMPAIGN payaperpuia, Pa. 
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Why clutter uP your shelves with dozens of the 
so-called “‘special” varnishes—floor varnishes, fur- 
niture varnishes, marine varnishes and others. 


With the famous Valspar Trio you can simplify 
your stock, saving valuable shelf space and meeting 
every demand your customers can make for high 
grade Varnish and colored Varnish. 


Valspar Varnish is the famous varnish that never 
turns white. It is absolutely waterproof and should 
be recommended for all wood and metal work in- 
doors and out where varnish is required. 


Valspar Varnish-Stains are Clear Valspar itself 
combined with transparent colors. They enable 
your customers to varnish and stain their wood- 
work in natural wood effects such as light or dark 
oak, mahogany, etc. They are the only Var- 
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". VALENTINE'’S ~ 


VALSPAR 


, ARNISH STAIN 
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Simplify Your Stock with Valspar! .. 


nish-Stains on the market durable enough for out- 
door use as well as indoor. 


Valspar-Enamels are Valspar plus finely ground 
pigments. They come in 12 standard colors, any 
two or more of which may be mixed together to give 
any other desired shade or tint. 


It’s easy to see how the Valspar Trio saves you 
time and money. Your shelves are not filled with 
“one purpose” varnishes that turn over slowly. 
There’s no waste of time hunting for the right can. 
Your capital is not tied up in stock that doesn’t 
move. 

And you win satisfied customers. For once your 
customers use Valspar they will never use anything 
else. 

Minimum shelf space, rapid turnover, bigger 
profits—that’s what the Valspar [rio brings to you. 
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VALENTINE’S 


The Varnish That Won't Turn White 


LSPAR 





VALENTINE & COM PANY 
Largest Manufacturers of High-Grade Varnishes in the World 


ESTABLISHED 1832 
New York 


London Paris 


Chicago Boston Toronto 
Amsterdam 


W. P. FULLER & CO., Pacific Coast 
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= [WRITE FOR BOOKLET AND LATEST PRICE LisTS | = 
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Tohave friends you must 
be one. The merchant who 
sells McDougall-Butler 
Varnishes, Enamels and 
Paints is a friend to 
his customers 




























Any paint and any paint-brush may “save the 
surface —"” BUT it takes good paint and a good 
paint-brush to save a surface well enough to be 
worth “saving” again! 

WHITING-ADAMS BRUSHES have been 
saving surfaces for 116 years. Save your surfaces 
with a brush that knows the job! 

Do it with WHITING-ADAMS BRUSHES 


SEND FOR ILLUSTRATED LITERATURE 


JOHN L. WHITING-J. J. ADAMS CO., BOSTON, U.S. A. 
Brush Manufacturers for Over 116 Years and the Largest in the World 








C MAKERS OF 


VARNISHES, ENAMELS AND PAINTS 
BUFFALO, N. Y. 


New York City Branch Chicago Branch 
10 Christopher St. 1141 Madison St. 
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obtaining rubbed * to 
with Liquip GRANITE 


ERE is a discovery that is a money maker 

for you. It will increase your varnish sales, 
gratify your old customers and bring you new 
ones if you make use of it. 











3 A varnish finish that closely resembles a rubbed 
a surface—in fact a finish in some respects even 


i superior to a rubbed one— may be. obtained by 
blending Liquid Granite (gloss) with Liquid 
Granite (dull). 


= Any desired degree of luster is possible. A splendid 


fuouiocranitel WE formula is three parts dull and one part gloss. 





Very few varnishes can be blended. Because of 
its high quality and absolute uniformity. Liquid 


Granite can be blended by anyone. 


S 
SSI | 
RS } 
N 
SN} 
N 
SSI 
N| 
\ 
\ 
NS 
N 


Tell your varnish customers how to obtain a soft- 
toned finish of beautiful sheen without incurring 
the hours of work that rubbing necessitates. And 
sell them an extra quart of gloss with each gallon 
of Liquid Granite dull. 








ERRY BROTHERS 


BERRY Enamels Stains 


Detroit, Mich. Walkerville, Ont. 
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Contractors and Carpenters 
Know Sash Chain is Best 


Years ago people made long trips in buggies with “Old 
Dobbin” and hung their windows with Sash Cord. Good 


methods once, but out of date now. 





Good contractors and carpenters know that cord or rope 
cannot stand the strain and service required in office build- 
ings, schools, hospitals, homes, etc. Modern building is bet- 
ter and they recommend sash chain as the best and only per- 
manent way to hang windows. 


Hodell sash chain, made with a special link is strong, rust 
proof, and noiseless on the pulleys. It has many other uses 
too. Your jobber carries it in 500 foot lengths on steel reels. 


Sell More Chain—It’s Profitable 
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Established 1886 Cleveland, Ohio 
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=\\ A HODELL CHAIN 
} FOR EVERY PURPOSE 
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PUMP CHAIN 
Furnished in two _ sizes, 
Nos. 5 and 6. Hot gal- 

vanized. 
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PORCH SWING CHAINS 
Y and Straight Chain Types 
in 74% and 8 ft. lengths. 
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COW TIES 
Bulldog and Samson Ohio 
Patterns Bright finish. 
Sizes 0 to 5/0. 
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GARAGE REPAIRS 


Hodell chain is best for 
repairs about garage and 
home. 
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“STOP WASTE KEG” 
“Stop Waste Keg’’ keeps 
chain bright, clean and 
free, and saves space. 
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From Raw Materials to Finished Products 


; e; The above is a Sample Display of WICKWIRE 

Ris) BROTHERS Products, each product being made in its 

; Saget entirety—from raw material to finished goods by our 
own workmen—in our own plant—under our personal 
supervision. Open hearth steel used exclusively. 


This assures an unvarying quality which has char- 
acterized WICKWIRE BROTHERS Brands of Wire 
Goods for over 50 years. 


Special attention is directed to WICKWIRE 
BROTHERS. Poultry Netting and Fencing made in 
three styles: Hexagon, Graduated and “W. W.” All 
three are furnished galvanized after or galvanized be- 
fore weaving. 





We suggest that you obtain these goods from your 
jobber, who is authorized to stand back of every trans- 
action whether you order a single roll or a hundred. 


INCORPORATED 1692 
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Myers Water Systems have stood the test of time. Consistent 
performance down through the years is responsible for the posi- 
tion they now occupy. An unfailing water supply at a low cost 
has been theirs to give in thousands and thousands of _ installa- 
tions, and this in itself accounts for their continuous popularity 
and ever increasing sale through high class dealers in every sec- 
tion of the country. 


Myers Water Systems have always been built by specialists. 
There is over fifty years of experience in the manufacture of hand 
and power pumps behind the development and introduction of the 
numerous styles composing the Myers line. Every Myers Water 
System, regardless of its size or method of operation, carries with 
it a guarantee of satisfactory service, and the responsibility behind 
this guarantee is a permanent warranty of highest quality in 
design, materials and workmanship. 


Take advantage of Myers reliability and the com- 
pleteness of the line it covers. It is far reaching and 
means sales and profits for you this year, next year 
and during the years to come. To be in position to 
supply your trade with water systems for every pur- 
pose bearing a single trade mark—to foresee what a 
connection of this kind will bring to you is a satis- 
faction in itself and carries with it the assurance of 
increased water system business as time goes on. 


“Blot Out the Past”’ 


“Blot Out The Past,” by Mr. P. A. Myers, our Pres- 
ident and General Manager, and broadcasted from Sta- 
tion WLW, Cinginnati, Ohio, Wednesday é¢vening, June 
3rd, 1925, has been printed in booklet form to give 
those who did not have the privilege of hearing Mr. 
Myers an opportunity to read his interesting message 
about modern water systems. How many copies of 


this booklet, imprinted with your name and address, do you desire us to send to you for distribution 
among your customers and those living in your vicinity who may be prospective purchasers of water 
systems? There is no charge whatever for the booklets. Ask us for your quantity today. 


THE F. E. MYERS & BRO. CO. 
Ashland, Ohio 


World’s Headquarters for Pumps for Every Purpose, Water Systems, 
Hay and Grain Unloading Tools, Barn and Garage Door Hangers 
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Putting ‘‘Teeth”’ in Separator Claims 


URING the past few months, in order to demonstrate the superiority 
of the new De Laval Cream Separator with the wonderful ‘Floating 
Bowl,” a series of comparative tests have been held in various sections of the 
country. 
These tests were sometimes based on Babcock Tests. More frequently 
the De Laval re-separated the skim-milk from the other machine and vice 
versa, both machines starting with an equal quantity and quality of milk. 


In Every Test Without EFaception De Laval 
Skimming Superiority Was Marked 


There is nothing new about this. De Laval Separators have always been 
outstanding in skimming efficiency. ‘The new De Laval with the wonderful 
“Floating Bowl,” the greatest separator improvement in 25 years, is the 
cleanest skimming machine De Laval ever made. (Comparative tests 
welcomed.) 


De Laval Wants Live-Wire Agents 


E are looking for agents who will apply the same methods to the old separators in 
their community. Re-separating the skim-milk from the hundreds of old separators 
in your community will produce a world of easy sales. More than two million old separa- 
tors must be replaced during the next five years in order to prevent serious loss of butter- 
fat, and more than half of these will be replaced by De Laval Agents. You can have the 
De Laval Agency and your share of this business by convincing us that you are capable 
of getting it. , 
The De Laval Milker, of which there are more than 25,000 in use, is meeting with 
remarkable success and offers great sales possibilities. 


Agency applications are always welcomed from aggressive dealers who want to sell 
he right goods in the right way. 








' 
_ ye Leadership ss The De Laval Separator Co. 
‘ 165 Broadway 600 Jackson Blvd. 
1. Invention of the original separator. New York Chicago 






2. Every important improvement originated by De 
Laval. 

3. 47 years of service—4 million sales. 

4. Approximately as many machines in use as all 
other makes combined. 

5. More than 1100 prizes and awards. 

6. The world’s largest and best equipped factories. 

7. Most skilled organization and best centrifugal 
engineers. 


8. The greatest factor in the development of dairying 
—now the largest and most profitable branch of 


agriculture. 
9. Development and perfection of the De Laval 
Milker. 
. The most advertising and merchandising helps. 


Gentlemen: I am interested in securing 
the agency for the sale of (check which) 







[] De Laval Cream Separator 


[] De Laval Milker 
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HE quality and character of Wheeling Metal 

Ware cannot be eclipsed. Wheeling Products 
attract buyers because of substantial appearance; the 
design, construction and finish of every article, from 
ash cans to fry pans, are typical of Wheeling high 
manufacturing standards. Because these attributes 
are seen and appreciated by your trade, Wheeling 
Products make friends for you and bring them back 
to you time and again, 


This is a good time to prepare for bigger and better 
ware sales by standardizing on a line that is stand- 
ardized on the highest quality. 


Put your needs up to Wheeling. 


ss 3 ge = z 
my = » > -® 


Wheeling 
Products 


Drip Pans 
Stove Pipe 
Coal Hods 
Shovels 
Rubbish 

Burners 
Ash Cans 
Garbage Cans 
Frying Pans 
‘Roasters 
Tubs and Pails 
Oil Cans 
Nails 


Wheeling Corrugating Company 
Wheeling, W. Va. 


New York Kansas City 
Chicago Chattanooga 
Philadelphia Richmond 
St. Louis Minneapolis 























Wao SER Leas ess ea ation 
Me TEENS, 5 tad ag ee Oe Ae ae 
See Tk: Po ee Ueg 5 1 Se pears : 


— ws 
ESABRCTS” 
Mtl a te” 








HARDWARE AGE 





June 25, 1925 




















i 
SARC 
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Easily shown .. quickly sold! 


Two well-known Sargent specialties 


Gem Food Choppers and Perfection Oil Gates 
are fast sellers—and practically sell on sight. 
They are universally used appliances, and 
because of their excellence of design and 
construction you can recommend them, con- 
fident that every buyer will be thoroughly 
pleased. Keep them prominently displayed 
on shelves and counters and in your windows. 


GEM FOOD CHOPPER ; 
Chops everything | j 


No kitchen is complete without this labor- 
saving, time-saving and food-saving ma- 
chine. It doesn’t take you long to con- # 
vince any woman of this fact—especially if 
she has just finished hand-chopping the 
clams for a chowder or the roast beef left- 
over for a casserole. She’ll want the Gem 
right away, especially when she sees how 
easy it is to use, to take apart and to clean. 
Make it a point to show every woman cus- 
tomer the Gem. Explain that it has so few 
parts it never gets out of order. Partic- 
ularly, emphasize the steel cutters which 
are self-sharpening and cannot break. Five 
convenient sizes. 


PERFECTION OIL GATE 


Guaranteed not to leak 


Fitted so well that it won’t leak when used 
with either oil or gasoline. That’s why it 
is so widely employed in private and public 
garages and in oil company stations. It can 
be connected directly to barrel or furnished 
in various threads for attaching to pipe with 
couplings. It has a place for a padlock 
which you can sell with additional profit. 
It is also used for drawing molasses. 
































To help you sell these Sargent specialties, free 
pamphlets for mailing and counter use are furnished, 
imprinted with your name. Our Co-operative Adver- 
tising Service Booklet will also be sent upon request. 





SARGENT & COMPANY, Hardware Manufacturers, New Haven, Conn. 
New York: 92-98 Centre Street Chicago: 221-223 W. Randolph Street 








THE DECIMAL SYSTEM OF PRICING AND PACKING HAS BEEN ADOPTED FOR SARGENT HARDWARE 
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Reg. U. S. Pat. Off. 
No. 995,758 which will 
be strictly enforced. 


DOMES @4f SILENCE 


A Fast Steady Seller 
Highly Profitable— 


Just display the carton 
MADE IN SIX SIZES: 


3¢ in., 14 in., °4 in., 34 in., % in. and 1-% in. 


Two Styles of Packing 


Straight Sizes Assortment 
Packed ‘4 gross sets of any Packed 4% gross sets % in., 


one size. 5g in., 34 in., % in. assorted. 
Your nearest jobber carries a complete line 
Apply the largest size possible 


DOMES of SILENCE Division 
Henry W. Peabody & Co. 
17 Seate Sereet, New York Cap 


She Perfect Furniture dootwear ay Gr 7" 
DOMES of SILENCE 4 353 
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THIS AD. APPEARS 
IN THE SATURDAY 
EVENING POST 


JUNE 27" 
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for Just a moment Please/ 


This is why a lot of your trade 
are going to ask you for 
DAZEY 


SBAarpits” 


in the next 30 days 


a 


| | Counter 
Display 


Booklets 


4a Literature 
| Folders 


Casshy 
| Package 


a Attractive 
Carton 


Readers are being 
told about them. 


If you have any 
Sharpits get them 
out so people can 
see them. You can 
profit only by get- 
ting them on dis- 
play. 

If you haven't any 
Sharpits get them 
now. 

If you haven’t any 


display material 
and want it ask for 
it now. 


Do either one or 
the other at once. 
A fancy display carton 
free with six. 


Each Sharpit in a fancy 
individual box. 


Order notlessthanadis- 
play carton of six now. 


Your jobber carries 
Sharpits for you. 


DAZEY CHURN & MFG. CO. 


' 4 hy) Warne A Saint Loui | 

Wr Nn 4901 Warne Ave in Toe 
TTT 

ee ee 
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Welcome News for Hardware Dealers— 


The Hartford Heavy Service Cord 
is Now Ready 


ERE is more evidence that the Hartford Rubber 

Works Company is giving Hartford Tire dealers 
every possible opportunity to increase their profits 
this season. 

To the famous Hartford line is now added the Hart- 
ford Heavy Service Cord. 

This tire is the result of long and careful study of 
the tire needs of light trucks, buses and heavy passen- 
ger Cars. 

It is not an oversized passenger car tire but a tire 
designed to meet the particular needs of heavy service. 

A special cord construction provides a combination 
of strength and flexibility that has not been equalled 
by any other method of building a carcass. 

Any man who has had experience with various 
types of treads will readily recognize the superiority of 


the new Hartford Heavy Service Tread. It gives a posi- 
tive grip on any surface and protects against skidding. 

From start to finish it is a Hartford quality tire— 
made to the same standards that have hept Hartford 
in the front rank for over twenty-five years. 

Hartford dealers can see the profitable field that 
the Hartford Heavy Service Tire opens up. The enor- 
mous growth of bus transportation is only one of 
them. There is a demand at every hand for a heavy 
service tire that will stand up. 

Get in touch with the nearest Hartford distributor 
today. He can supply you with this new tire. He can 
also give you a fresh supply of Hartford Tires in all 


types and sizes for every motoring need. 


HARTFORD RUBBER WORKS COMPANY 
1790 Broadway 


New York City 











HARTFORD 
HEAVY 
SERVICE 
CORD 
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How long should t 
lake to boil water : 
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2. ats. of 
water 
raised 


from45° 
to boilin 





-in 6 min. 
onthe new 
KITCHENKOOK 





-in/4 min. 
onan or 
inary cit 
gas ra nge 


-in 21min. 
ona popular 
make of 
Kerosene 
range 











Kitchenkook has set a new 


high mark in cooking speed 


Comparative tests show that the Kitchenkook is much faster 
than any other type of liquid fuel stove; even faster than city 
gas which is the commonly accepted standard for compari- 
son. The Kitchenkook is the nearest approach to city gas 
convenience. Its master burner, which reaches full cooking 
heat three minutes after lighting, supplies gas for all burners 
which are turned on or off as wanted like the burners in a 
gas range. In cleanliness, ease of operation and safety, Kitch- 
enkook equals gas; the operating cost is much less. 


Full information about the complete line consisting of four- 
teen popular models, our exclusive dealer agency, prices and 
sales helps sent on request. 


American Gas Machine Company, Ine. 
Albert Lea, Minn. New York, N. Y. 




















ALBERT LEA 


ITCH EN KOO 


kw. FF Kh UOUCUm UK =» + & & 








4 
























36 HARDWARE AGE June 25, 1925 





nny 


fin. 
goods 



























etinke \ 
to sell toheel 


























Zo 
Wa | 
oul hy Now, during the summer when school 
4 ie vacation days are here, is the time to 
push, display, advertise and see “*Pio- 
neer’’ Children’s Vehicles. 
Some dealers sell a greater volume of 
Carry the full Wheel Goods during the summer than 
Pioneer Line during the holiday season. 
Auto The “Pioneer” line offers you every- 
Coasters thing necessary for volume sales—up- 
Steel Racers to-the-minute styles, exclusive features, 
Velocipedes large variety, complete line, advertising 
Scooters and sales helps. 
Tot Bikes Now is the time to sell wheel goods. 
Hand Cars Keep stocks filled in. There is a jobber 
Barrows near you who handles the “Pioneer” line. 


Doll Carriages 





See the complete line at | 












NEW YORK OFFICE..-.---- 7 E. 17th St., New York City 
. ST. LOUIS OFFICE......-.- 605 Equitable Bldg., St. Louis 
Don’t forget the girls BOSTON OFFICE_.-.....-.------- 51 Portland St., Boston 
LOS ANGELES OFFICE ___.747 Warehouse St., Los Angeles 
SAN FRANCISCO OFFICE. ------ 180 New Montgomery St. 
sell Gendron DENVER OFFICE______.......311 Jacobson Bldg., Denver 







CHICAGO OFFICE___Room 939, American Furniture Mart 
PHILADELPHIA OFFICE._..210 N. Broad St., Philadelphia 












THE GENDRON WHEEL COMPANY 
TOLEDO, OHIO 






See Your 
Jobber 
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| TRADE MARK REG. 

Doubles your 

shoe mileage 
and 


Outwears Best 
Leather 2 to 1! 





eit . 














We have the testimony of hundreds who 
have put Panco Soles on repaired shoes at 
the same time they bought new shoes: 





Gave both pair of shoes the same identical 
wear, alternating day by day: 


satelabnatapransdins pulabiorammitamamaametenier ae ee Se Oe eet kee eT 


And at the end of six months, the leather 
soles were worn out—while the Panco re- 
soles showed hardly a sign of wear! 

Panco comes in black and tan—for men, women and children. 


800 leading newspapers are shrieking Panco’s merits—and when 
your customers call for it—be ready to hand them 


pehdinieanieis teatime einen enienlen ee 
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TRADE MARK REG. 
HalfSoles—-Heels-—-Strips 


Order from your jobber—or direct—today 


PANCO CO. Chelsea, Mass. 
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om have MADE GOOD for 10 SEASONS 





























“U/niversal’’— 
For 110 Volts 
A.C or D.C. 











8-inch and 
10-inch 


~ FANS 


£ Fans guaranteed by a factory with thirty years of fan mak- 
“ling experience—makers of Emerson Fans—a one year guar- oe wee 


antee that builds confidence and sales for these popular  jinisnea all over in light mat 


priced fans. brass. Two-speed switeh in 
base, cord and plug. Can be 


Stock Northwinds—the 8- Send for book, “Profits on “ed #8 & wall fan. 


inch hustler, and the 1o-inch Fans,’ giving complete in- : ° 
oscillator-—for quick sales at formation about the North- List Price, 


a good margin of profit. cvind line. $7.50 


10-inch Oscillator 100 Northwind Distributors! Write us for name of nearest. 


Three-speed switch in base; 
adjustable oscillating mechan- 


vsasninndciwes xt ~The Emerson Electric Mfg. Co. 
| 2018 Washington Ave., 
gisse 0 “Nee takG St. Louis, Mo. 
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List Price, 






































You Can Sell Summer Lamp Users the 


Hygrade Reflector Lamp 


The Lamp That Carries Its Own Reflector 
The Hygrade Re- 


flector Lamp is 
new, efficient, prac- 

Removes Glare J 
in Most Installations tical and econom- 














Particularly useful 
in places like these— 
where artificial light 
is used every day in 
the year. 


Enameled 
Reficctor Coating 


ORE ee er be i 
, ST at ginae elt <n LRAOe fe ee ea 





Garages ical. Built for a 

meron _ “nae particular kind of 

Stock Rooms --— —< oe = 

Warehouses ee | 
and for If you don’t know | 

Reading Lamps. 70% of the light below the dotted line about it. write us. 














Compan ncn, 
Ed HYGRADE LAMP CO 
Descriptive Circular cones ore WY SALEM MASS 


gladly sent 
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| Increase the Power of 
Your Window Display 


} If your window display is your greatest 
producer, enlarge upon it. Extend it out 

over your sidewalk. Attract and sell more 
people by drawing many more buyers to 
your window, from up and down the street. 
That is the demonstrated result you gain 


with a projecting Flexlume Electric Sign, 
both day and night. 






Distinctive appearance—quality appeal 
durability—these outstanding Flexlume fea- 
tures are the result of 15 years of electric 
sign specialization by an organization recog- 
nized as the leader in its field. 

















Write for photoprints—see how Flexlume 
profitably serves other prosperous hardware 
dealers and how it will do the same for you. 








We also build exposed lamp and other 
types of signs, for those who prefer or 
require them. 


FLEXLUME CORPORATION 


1230 Military Road Buffalo, N. Y. 
Phone ‘‘Flexlume’’ All Principal Cities 
Factories also at Detroit, Los Angeles, 
Oakland, Calif., and Toronto, Can. 


















“REGUS PATOFF- 


LPERTRO 


ACOOD TUBE. | 
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An “unlimited”, “unconditional”, etc., guarantee, 
with all kinds of promises is not sound—that’s non- 
sense. 

Specific limitations with means of identification 1s the 
only kind of guarantee that can be sound—that’s 
sensible. 

Each SUPERTRON tube is serial numbered and 
wrapped in a guarantee certificate bearing a corre- 
sponding number for your protection. 

Buy SUPERTRON Fearless! The dealers guarantee 
them fearlessly! 
















Public Demand 
Price 


$2.00 


. © F 





32 UNION SQUARE 


Export Div. 220 B’way,. 
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electivily 


| the most valuable 





2 OR A Ey Lot 


selling point of a radio set 


ENSITIVITY, clarity of tone, ease in tuning, volume 
—all are important. But se/ectivity—that is not only 
| the true test of performance, but that which gives greatest 
x = *) 2 © satisfaction and keeps the set sold. 


SR SE LOLOL ION GEE LL I RE GPA TS RT OR, gO ORI 


The extreme selectivity of the Grebe Synchrophase has 
been made possible by the Binocular Coils, which keep 
the set automatically balanced against interference from 
undesired stations. 


Binocular 
Coils 


Cas “SE ROE ETE BBR A ES EL BEE 


This is an exclusive Grebe feature as are also the Grebe 
S-L-F Condensers and Grebe Volume Control. They 
offer outstanding selling points that render a satisfying 
service long after the pleasure of newness has worn off. 


BE Beer. eee oT 


EEA BPP See 


When you sell the Synchrophase you are building your 
reputation on a sound basis. 


Rt, SEY 


Write for full information'and prices 


A. H. Grebe & Co., Inc., Van Wyck Blvd., Richmond Hill, N.Y. 
Western Branch: 443 So. San Pedro St., Los Angeles, Cal. 


This Company owns and oper- 
ates stations WAHG, WBOQ; 
also mobile and marine low- 
wave re-broadcasting stations. 
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“Eveready Radio Batteries are the 
best moving products in my shop 


‘“ALL you have to do to sell Eveready Radio eady “B”’ Batteries, making it easy for you to 
Batteries is to display them. They bring complete the sale. And the high quality built 
people into my shop—and the best part of it into every Eveready Battery insures satisfying 
is, Once a customer always a customer.”’ performance—“‘they last longer’’—batteries 
In these words Mr. A. H. Smith, of Wau- and customers too! 
kegan, III., sums up his success with Eveready Wherever there is radio there is a demand 
Radio Batteries, which strikingly parallels for Eveready Batteries. Order them from 
the experience of radio and battery retailers your jobber, stock them, display them, sell 


throughout the country. Dealers everywhere them. Get the attractive Eveready window 
display material. -It’s free for 


99 














who employ the simple sales 
policy of displaying Eveready a ie. the asking. Order from your 
. . ° S / [KR f J os d ; Pe othe e 

Radio Batteries are meeting sedate eeataieh tteees jobber. Manufactured and 

with better than good sales | For real radio enjoyment, tell your cus; | guaranteed by 

results. ~~ ng gigi NATIONAL CARBON Co., Inc. 
Eveready Radio Battery | Weer freon’? = Wwi bene | New York San Francisco 

national advertising creates | Wer puras’™* weco { Ritpespols | = Atlanta Chicago Dallas Kansas City 

+ WCAE Pittsburgh woc Davenport Canadian National Carbon Co., Limited 
consumer acceptance for Ever- Toronto, Ontario 





EVEREADY 


Radio Batteries 


~ they last longer 
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The: live hardware 
dealer says: 


BOSTON 
WOVEN HOSE & 
RUBBER CO. 


Cambridge, Mass. 


Makers of these famous 
brands of Garden Hose 
BULL DOG, 
GOOD LUCK 
and MILO 

Also 


Good Luck Jar Rings 
Good Luck Hose Washers 
Bull Dog Friction Tape 
Boston Spray Nozzles 
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“There’s Little Rest for Me. 


“About the time the paint and 
garden seed season falls off a little 
people begin on midsummer things. 


‘“Canning supplies get particular- 
ly busy. Everybody wants GOOD 
LUCK rubbers and fruit jars and 
a lot of women want oil stoves, 
pressure cookers, water baths, 
cherry Stoners and a host of other 
things. I have them all on a long 
counter in the middle of the store. 


“The point is that home canning 
has become a real industry, and 
the sale of equipment for it is 
worth! the serious attention of 
every live hardware dealer.’’} 
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q Half Your Customers Are Women A5 AGE | 
a 10 Business Builders 46 
3 — “IT am greatly impressed with 
? Golden Grain and Golden Gain. By Charles P. Catlin 48 HARDWARE AGE. It has paid for 
. , ” itself already in many ways.” 
20,000 a Y Paint Sales 50 
Sa We ie Se. ENE: Sees ° (Signed) A. L. Hostetler, 
Novelty Hardware Served Cafeteria Style a1 A. L. Hostetler & Co. 
Lovington, Ill. 
Schwickert’s “Rental” Sales Plan 52 ! 
$13,000 in Sales from a $150 Paint Stock 53 “In all my forty years of busi- 
4 ness experience the HARDWARE AGE 
e Shoemaking for 5,000,000 Horses 54. has been a valued assistance, and 
e I have gotten many good things 
ts The English Derby and an Unexpected Adventure. and much real help from it. The | 
By Saunders Norvell 57 make-up of the paper seems to be | 
improving constantly, on which you 
Important Trade Topics Discussed at South Carolina are to be congratulated.” 
| Meeting 08 (Signed) L. N. Hoover, | 
| ;' ' . Milroy, Pa. 
| Washington Information. By W. L. Crounse 39 —= 
| A Simple Method of Making Cutout Matboard Show- “T enjoy reading HARDWARE AGE 
cards. By Jos. B. Jowitt 60 very much.” : 
(Signed) H. T. Ansley, 1 
Current News of the Trade 67 Pine Bluff, Ark. | 
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TF a customer tends to 

lose interest after he 
has selected his locks re- 
mind him that he still has 
the most important side 


of the door to care for. 



































McKINNEY MANUFACTURING COMPANY 
PITTSBURGH PENNSYLVANIA 
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Half Your Customers 


Are Women! 


rail VERY other customer who buys at a hardware store is a woman. 


We PA 
(2 a> 
\ 









f} Out of every dollar that is passed over a retail counter, 85 


Veal cents has been spent by a woman. These figures are taken from 


{ 
the chart at the base of this page, reproduced through the courtesy of 
the Woman's Home Companion. 


All other retail fields find women MORE THAN HALF of their 
customers—largely because other fields have catered more generally 
to the feminine buyer in matters of display, attention, store arrangement 
and advertising. 


To prevent other retail stores from overlapping into more hardware 
departments it behocves every hardware merchant to study this situation 
so that women will feel at home in hardware stores and will understand 
that the hardware dealer is ready, anxious and able to care for her house- 
ware and hardware needs. 


If women are 85 per cent of the buyers and hardware men find 
them representing only 50 per cent of their trade there is something seri- 
ously wrong in the hardware man’s appeal to women. 


How may this be changed? How may hardware men obtain a 
larger portion of the 85 cents on each dollar? Note this charf: 





-—————————— 


‘Womens Buying Power in Different Fields 


[Percent 2040 60 80 100] | Percent 20 40 60 80 100 
Department Stores a | Automobiles 


] 
Drug Stores | Hardware 
j 
Grocery Stores | Electrical Supplies 


| Men's Socks 



































































































Silks 
J j 
Pianos | Jewelry 
= — 
Leather Goods | Men's Neckwear 
j 5 











— Bought by women 
Bought by men 


15% Bought 
by Men 
































- i ei Ni NI iil hate en ec st a 





URN hans ats LB ig tat 
































46 HARDWARE AGE June 25, 1925 














ere Are Ten Timely 


You Will Find These Suggestions are 


FASC SIRE 
Po oe Smet eee Set PRT 





No. 1. Saving a Barrel of Money 
If you are conducting an annual or semi-annual sale, you can attract a lot 
of attention by placing in the window a barrel heaped with bright new pen- 
nies, easily secured at your bank. Place the coins so as to give the impres- 
sion that the barrel is filled with them. Display a neat sign, reading “You 
can save a barrel of money on this sale of “ 




















No. 2. Exchange Advertising 
Neighborhood stores and those located in small towns can arrange a profit- 
able exchange of advertising by exchanging signs or announcements with 
other stores in the neighborhood, such as candy stores, hardware, tobacco, 
barber shops, etc. Such signs, neatly displayed, will be of mutual benefit. 











No. 3. Watch Our Sales Grow 
A New York retailer has found it a good idea to display a neat card at the 
cash register, indicating the total number of sales from day to day. The fig- 
ures are easily secured from the cash register slips. The sign reads: ‘“Yes- 
terday 136 customers favored us with their trade. A week ago 124. Watch 
our business grow.” 
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No. 4. Store Name Contest 
A novel contest is the one instituted by an Akron, Ohio, dealer, who offers 
a reward to the party coining the largest number of words from the letters in 
the name of the store. With the present crossword puzzle craze such a plan 
should attract a good deal of attention. 








No. 5. Have You a SloganP 
Many retail establishments are using to good advantage permanent slogans 
on all printed matter, wrapping paper, bags, envelopes, letter-heads, etc. 
Such slogans serve to make people remember your place. They are good ad- 
vertising. One Western dealer uses “The Busy Store,” another “Where Most 
People Trade,” etc. Think up a good slogan for your business and use it con- 
stantly. 
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Business Building Tips 








Excellent Tonics for Lazy Cash Registers 


No. 6. An Advertising Idea 
A progressive cigar dealer in a Virginia city, unable to do expensive news- 
paper advertising himself, has made arrangements with a large store in a 
different line of business to insert this line in each of their “ads”: “By the 
way, Jones’ Smoke Shop is the best in town.” This has proved to be very val- 
uable advertising and costs the dealer very little. 





windows. 





an explanatory sign. 
commuunity. 
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No. 7. Place Odd Things in Window 
You can always attract crowds by placing odd attractions in your display 
They need not necessarily belong to your particular field. 
are located in an agricultural section, for example, make it a practice to dis- 
play the largest pumpkin, potato, ear of corn, etc., grown in the district, with 
You can secure many such display features in your own 


If you 
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No. 8. Route Map on Window 
A store in Pennsylvania has a large automobile map of the State painted on 
the window. Many automobilists stop to ascertain the best route, and inci- 
dentally to replenish their needs. This clever idea has been responsible for a 
great deal of extra transient business. 





No. 9. Lights! Lights! 





tain to get the largest business. 
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them from entering. Keep your store well illuminated. 
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No. 10. Can We Serve Better? 


“If there is any way in which we can improve our service, we want to know 
it. You are entitled to the best. Perhaps you have an idea for betterment 
which hasn’t occurred to us. We are not too proud to learn. Let us know!” 

This is a sign in a prosperous store in Indiana. It has brought forth sev- 
eral excellent ideas from customers who would otherwise not have bothered. 
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All other conditions being equal, the store with the brightest lights is cer- 
It is a long established law of psychology 
that a well lighted store attracts trade and a poorly lighted dne discourages 
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Golden Graim 





GOLDEN GAIN 

















Some Suggestions for Harvest- 
ing a Bumper Crop of Golden 
Dollars Through the Sale of 
Harvest Equipment 


By Charles P. Catlin 


Bumper crops of golden grain, hay and 
feed are reported from practically every 
section of the country. 

The great heyday is at hand—hay-days. 

Everywhere men are at work in the fields, 
harvesting, shipping and storing crops away for 
winter. 

Everywhere hardware merchants have a gol- 
den opportunity to harvest a bumper crop of 
golden dollars and store them away in their 
cash registers. 

Displays of timely, unified lines are the seeds 
of sales-success. Sow this seed so you will suc- 
ceed. You will not reap a good crop of sales if 
you crop close the attention you pay to dis- 
plays. Your windows are the most fertile soil 
in which to sow this seed—the best sales-bear- 
ing space in your store. Root seasonable, uni- 
fied lines in your windows and passersby will 
root for you—and help you rout competition 
that takes the mail-route, the catalog houses. 


( OLDEN is the harvest of 1925. 











What you harvest in the way of bigger busi- 
ness—more business from old customers and 
new business from new customers—depends 
on what you sow and how you cultivate the 
custom and good-will that grow from what you 
sow. Cultivate potential customers and they 
will bring you golden gain. This will help you 
cut a wider sales-swath and avoid the harrow- 
ing experience of seeing money go out of your 
town for articles in which you have planted 
money—invested. 

Now is a good time to plant an attractive 
window display—covering the various items 
(lines) you have in stock that are required to 
complete the harvester’s outfit in the field and 
in the home during the haying, harvesting and 
threshing season, such as— 


Hay Forks Hay Fork Handles 
Alfalfa Forks Waterproof Stack Covers 
Header Forks Waterproof Haycock 
Barley Forks Covers 

Grain Forks Wood Hay Rakes 
Bundle Forks Grain Cradles 

Hay Knives Cradle Fingers 

Hay Carriers Scythe Snaths 

Hay Rack Brackets Grass Scythes 

Bolts Weed Scythes 

Hay Pulleys Bush Scythes 

Hay Slings Scythe Stones 
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Rope Grind Stones 
Binder Twine Grain Baskets 
Bale Ties 

Galvanized Measures Harvest Kegs 
Grain Bags Water Pails 


Dippers 

Lemon Squeezers 

Tools for Thresher’s Kit 
Belt Punches 


Platform Scales 
Binder Whips 
Horse Whips 
Horse Brushes 


Curry Combs Mechanics’ Knives’ with 
Saddlery Hardware punch or reamer blade 
Sweat Pads Oil—in handy cans 
Horse Collars Oilers 

Water Bags Oil 

Canteens } Oil Cans 


Vacuum Bottles Gasoline Cans 


Emergency Household Needs 


Cooking Utensils 

Cast Holloware 
Fireless Cookers 
Knvies, Forks, Spoons 


Can Openers 
Tin and Enamel Drinking 


Cups 
Folding (Camp) Cots 


Coffee Mills Blankets 
Wash Basins Alarm Clocks 
Galanized Pails Lanterns 
ippers Flashlights 
Cook (Pot) Forks Flypaper 
Kitchen Knives Fly Traps 


Bread Knives 
Butcher Knives 


Fly Swatters 


Plant a sign (placard) in your window—and 
you will reap increased sales. Here are two 
suggestions—signs of good merchandising: 





Hay, There! 


Has your Harvest Equipment 
Gone to Grass? Is It Seedy? 


Come In! See Our New Implements, etc. 
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Did you ever hear the story about the Irish- 
man who applied to a farmer for work? 

Irishman—“Oi’m afther wanting a job.” 

Farmer—“What can you do?” 

Irishman—‘“Pitch hay. Carry and _ stack 
bundles, and so on.”’ 

Farmer—“You’ll do—but you'll have to sleep 
in the haymow as there’s no room in the house. 
Here’s a blanket and here’s an alarm clock. 
Set it for 3 o’clock in the morning—that’s the 
time I want to start cutting that field of oats 
over there.” 

Irishman—“Phwat! Get up at 3 o’clock 0’ 
the morning to cut oats? Phwat’s the matter 





Harvest Needs— 


Labor Saving Equip- 
ment for the 
Farm and Home. 











wid ’em? Why so early? Be they wild oats? 
Do we have to shneak up on ’em? 

Why not spring a surprise this summer on 
your potential customers in the rural districts? 
“Sneak up” on them! Sow circular letters or 
post cards in the mail-box announcing that you 
now have on display these seasonable lines, that 
you are in a position to render prompt and cour- 
teous service and that you trust they will favor 
you with a call when in town. 

This method of cultivating friendship will 
help you to harvest a bumper crop of new and 
increased sales. 














Boosting Early July Sales 


66 ATERING to the rising generation is one of my hobbies,” one of Charles P. Cat- 
lin’s good hardware friends remarked recently, in response to his question, 
“What do you do to stimulate sales early in July?” 


“Boys will be boys,” he continued, “and as long as they’re boys they’ll want play- 


things, games, sports equipment. But not always will boys be boys. 
they will be men and then their needs and wants will be greater. 


In a few years 
Their requirements 


will cover everything I have in stock. I believe that if I make friends of them now, 


they will be among my most valuable customers later on. 
What’s more, they are loyal to the merchant 


loyal to each other. They stick together. 


Boys are loyal. They are 


who proves himself their friend by serving them satisfactorily.” 


This spirit of loyalty is vital to every hardware merchant’s success. Next week, Mr. 
Catlin, in his article, ““Cater to the Kiddies,” will give you same practical suggestions for 
boosting early July sales and at the same time winning the patronage, good will and 


loyalty of the kiddies—vour grown-up customers of tomorrow. 
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Novelty Hardware Served 
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Cafeteria Style 


Price Cards and Display Secret of Malmin’s Success 


twins, Arius and Glaucius, 

who run a hardware store in 
Blue Earth, Minn., you can sell 
anything in a hardware store if 
you only let people know that you 
carry it by putting it where they 
can see it and attaching a price 
ecard to it. Also it is part of their 
creed that you should not carry 
anything in stock upon which you 
cannot make a profit either direct- 
ly or indirectly. 

As a result of the close applica- 
tion of these two cardinal prin- 
ciples in the conduct of their busi- 
ness, their store which is located 
in a town of about 3000 popula- 
tion, has undergone, in the past 
ten years, a complete change in 
appearance, stock carried and 
buying and_ selling methods. 
When the two boys first took 
over the active management of 
the store from their father, it 
had the same general appear- 
ance common to hardware stores 
of that day—open shelving down 
the two sides, with kitchenware 
filling one side and gathering 
dust, while builders hardware 
and other shelf goods, securely 
hidden in pasteboard boxes, oc- 
cupied the other. A long row of 


eg ee to the Maimin 


counter showcases, filled with a 


heterogeneous array of small 
merchandise, effectively blocked 
any attempt of a possible cus- 
tomer to get close enough to ex- 
amine the goods on the shelves 
and a line of stoves and washing 
machines down the center aisle 
served as a resting place for 
parcel-post shipments and un- 
seasonable items. 

Gradually, through ,ideas 
gathered from the trade papers 
and association conventions, a 
decided change took place. Glass 
covered display doors were at- 
tached to the open shelving along 
one side, showing samples of 
the various items carried in stock 
behind the door, and the shelving 
on the opposite side was entirely 
replaced with spacious’ wall- 
cases. The old counters made 
way for floor-cases, which were 
arranged in two parallel rows 
facing toward the side _ walls, 
thus leaving a wide aisle on 
either side of the room that gave 
customers easy access to every 
piece of merchandise in_ the 
store. 

Absolutely every item carried 
in stock is sampled and dis- 
played; the various kinds and 
sizes of bolts, nuts and washers 
are arranged on a display board 


near the bolt rack, while over 
the nail bin hangs a large card 
to which are attached all the 
different sizes of nails. Wire 
from 6 to 16 gage, is cut off in 
100 ft. coils and shown on a 
display board—there is even a 
display of hog rings. Along the 
back and top of the floor cases 
is built a shelf about 4 in. wide, 
upon which are laid samples of 
various seasonable small items, 
which are changed frequently 
and all of which carry price tags. 
In fact every sample has the 
price marked in plain figures 
and as a result of this complete 
sampling and pricing, customers 
can wait on themselves and save 
a lot of time for everyone con- 
cerned. .The twins say that the 
items on the show-cases not only 
increase sales wonderfully, but 
also give the customers some- 
thing to look at and keep them 
from getting impatient while the 
store force are busy with others. 
It is by no means unusual for a 
customer to sell himself two or 
three small items while he is 
waiting his turn to buy the thing 
he came after. 

Another point wherein the 
Malmin store is perhaps dif- 

(Continued on page 78) 
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$20,000 a Year in Paint Sales 
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Progressive Merchaudising Methods 
Enable I. B. Meyer to Attain a Large Sales 
Volume With Comparatively Small Stock 


HE average hardware deal- 
‘Le located in a large city 

has to meet a certain condi- 
tion in his paint sales that is not 
usual in the smaller towns. The 
difference in the mode of living 
between the city and the coun- 
try dweller has a great deal to 
do with this condition, which 
makes it seem much harder to 
sell paint to the city man than to 
his farmer brother. When the 
farmer decides to paint his build- 
ings, he usually does the work 
himself and even when he does 
hire a painter, he still assists on 
the job and almost invariably he 
is the one who goes into town, se- 
lects and buys the paint and other 
materials and hauls them out to 
the job. It is only natural that 


he should go to the hardware 
store, where he is in the habit of 
making other purchases, to buy 
his paint. 

On the other hand, the “tired 





business man”’ of the city is often 
a renter and when his house needs 
painting the rental agency fur- 
nishes a painter and sometimes 
buys the paints direct from:some 
manufacturer or jobber. If Mr. 
City Man does own his own home 
he often feels that he hasn’t 
either the time or the ability to 
do the job and turns it all over 
to some painter. 

That the city dealer can ‘get 
this paint business, however, has 
been demonstrated by I. B. 
Meyer, 3441 Chicago Avenue, 
Chicago, Ill., who is perhaps for- 
tunate in being located in a neigh- 
borhood where the majority of 
the people own their homes. 
Through consistent advertising he 
has not only created a larger de- 
mand for paint but also a desire 
on the part of the customer to 
look after his own painting. As 
a result of continually talking 
about the ease of doing the work, 





last year he sold approximately 
$20,000 worth of paints, var- 
nishes, brushes and other paint 
accessories, while his stock va- 
ries, according to the season, 
from $2,500 to $3,500. 

Mr. Meyer has built up a mail- 
ing list containing over 2500 
names, which he circularizes reg- 
ularly the year around and during 
the spring and early summer 
the subject matter of these circu- 
lars is paint. In addition, at least 
twice each spring he makes a 
house-to-house distribution of 10,- 
000 dodgers on the same subject, 
and this together with his win- 
dows constitutes his advertising. 
However, the real secret back of 
Mr. Meyer’s paint sales is his 


ability and willingness to give 
practical advice to the amateur in 
the use of paint and the customer 
knows that when he buys paint 
he is also getting just what he 
needs to do a good job. 
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Schwickert’s “Rental” Sales Plan 








Memorandum of Agreement. 





Ta, CEE ninsctrevscabewbridens oitentidnnnsvinentiecssedes __ eee 
COLLECT EE rn ee Mankato, Minnesota. 
_ FOR THE SUM OF G. srcrsceseresecrerersneeescoseeveos to be paid by~me, the undersigned, G. J. Schwickert bias this day leased 


and delivered to me the following chattels.......00:0 sesce sescecccses I have paid on account 





of said purchase price the Sum of $...............00.se000000s cash, and I am to pay the balance as follows; $ each and 





Te from the above date until the full amount is paid. To secure such deferred payments, I hereby relin- 
quish to the said G. J. Schwickert all my right, title and ownership in and to said chattels, to have and to hold same until said 


indebtedness is paid, and in consideration that I will meet said payments promptly and will safely keep said chattels and use the 


on the following conditions:_ 





en a ee ee ae a 
(Lessee'’s Home Address) 

IT IS AGREED, that if said G. J. Schwickert, takes possession of said goods for any breach of this agreement, I shall 

have the right to repurchase the same at any time within thirty days after such taking by paying to him the full amount of the 
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and not otherwise. 


Where employed ........... EEA FO. See Oe meahniateds 


puvesadenconcaccesiltues chews a 


A RENTAL OF 








price then unpaid, together with the lawful charges and expenses due to said G. J. Schwickert. 

AND | ALSO AGREE not to remove said goods from the premises I now occupy without written notice to said G. J. 
Schwickert and having first obtained written consent. AND I HEREBY CERTIFY that there is no contract or understanding 
verbal or otherwise, between myself and said G. J. Schwickert, or any of their agents or salesmen, other than is here expressed. 

When the said goods have been fully paid for, according to the terms of this agreement, they shall become my property, 


PER MONTH WILL BE CHARGE D UNTIL THE 


ABOVE AMOUNT IS PAID IN FULL. 








Copy of the agreement form used by George Schwickert for his “rental plan” sales. He finds that 
a “Memorandum of Agreement” is a much easier thing to get signed than a contract, note or chattel 
mortgage. 


a 4 ENT a new electric washing machine 
for a dollar per month—pay for it as 
you use it.” 

The above somewhat cryptic message has 
been appearing regularly during the past few 
months in large type in the daily newspapers 
of Mankato, Minn. That is all there is to the 
advertisement except that at the bottom ap- 
pears the name of the George Schwickert Hard- 
ware Company. 

Within two days after the first advertisement 
appeared, twelve people came into the store to 
inquire as to what it was all about and how 
they could obtain a washing machine for a dol- 
lar per month. These twelve were the first of 
the many prospects and customers that 
Schwickert has built up in this campaign to 
sell washing machines. 

Perhaps it is only natural that most of the 
people coming into the store in response to 
these advertisements, came with a rather vague 
notion that they were going to buy an electri- 


cal washer for a dollar per month, but George 
Schwickert soon explained his proposition. 
The price of his washer was $155 and his terms 
were $30 down and $10 per month with no in- 
terest on the deferred payments, plus $1 per 
month rental charge. He goes farther and ex- 
plains that in case of sickness, loss of employ- 
ment or any other legitimate reason that the $10 
monthly payment could not be met, it could be 
postponed if the $1 rental were promptly paid. 

Mr. Schwickert states that very few of his 
customers complain of this extra rental charge, 
especially when they realize that there is no fur- 
ther interest charge. However, if they do ob- 
ject, he tells them in a nice way, that he believes 
that his plan is the best, as it protects them in 
case of inability to meet the regular payments 
but if they prefer they can either give him a 
six month bankable note at 8 per cent interest 
or buy on the regular installment plan, which 
makes the contract price of the machine $165, 
which is divided into ten equal monthly pay- 
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ments of $16.50 each. Of course, he explains 
that under any of the three ways of buying the 
washer, the title to it does not pass to the pur- 
chaser until it is fully paid for and that his 
rental plan actually gives them much more lib- 
eral time in which to pay. It is sufficient to 
say that since the plan was inaugurated every 
customer has chosen the dollar rental plan with- 
out exception. 

The plan.is not exactly new as far as Mr. 
Schwickert is concerned, for he started using it 
in connection with his separator and range sales 
last year. That it is popular with his customers 
is attested by the fact that in 1924 he sold 61 
new and 29 second-hand separators all under 
this plan, as well as about 30 ranges. Mr. 
Schwickert is very enthusiastic over the plan 


F you literally followed out the suggestions 
and recommendations of each individual sales- 
man who calls at your store, as to how to 

increase your sales of his particular line, you 
would probably have most of your stock up 
around the front door and nothing at all in the 
rear half of the store. Each salesman is sure that 
his merchandise should be displayed near the 
front of the store and in a way he is right, for 
there is no doubt that the “front door displays”’ 
sell the goods. But it is a physical impossibility 
to have everything near the door and consequent- 
ly certain lines must be relegated to the rear. 

The proper position for the paint department 

is a much discussed problem, and while the big 


et. ae fF 
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and claims that his book-keeping department is 
now entirely self-supporting with approximate- 
ly 200 items out, each bringing in $1 per month 
rental, and he hopes this year to “rent” 500 
items on the same basis. It is easy to under- 
stand that this is a profitable way to handle in- 
stallment selling because on a washer for in- 
stance, the dollar per month actually amounts 
to about 3 per cent per month on the unpaid 
balance of the contract when the whole thing is 
averaged up. 

Another decided advantage to the plan is 
that it hastens the completion of the contract 
for as Mr. Schwickert puts it, ““‘When the cus- 
tomer realizes that it costs him a dollar a month 
to stall me off when he can dodge his other ob- 
ligations for nothing, he pays me first.” 
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$1,300 in Sales From a $150 Paint Stock 


majority of dealers keep their paint stocks to the 
rear of the store, more recently hardware men 
are finding that a location farther forward 
coupled with a little display effort greatly in- 
creases sales. 

In the store of E. M. Whitfield, at Sioux Falls, 
S. D., the paint department is located about in 
the center and the varnishes are carried on a 
low table directly in front of it. The entire var- 
nish line will average only about a $150 inventory, 
but due to the attractive display, last year’s sales 
were over $1,300. The varnish cans are piled at 
the back of the table on a two shelf arrangement, 
while at the front is a brush display and color 
cards protected from the dirt by plate glass. 
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5,000,000 Horses 


Keeps a Dozen Plants Busy—Gives Em- 
ployment to 175,000 Blacksmiths— 
Requires About 100,000 Tons of 

















HEY said the old gray mare was ready for an 
[vevitaph: that in a few years the only specimens 

of Equus Caballus would be stuffed in museums. 
But it isn’t true, after all. As Mark Twain remarked 
when shown the newspaper report of his demise, the 
statement was a bit exaggerated. 

When the American Steel & Wire Co. announced in 
February that the manufacture of horseshoes was to 
be abandoned at the Shoenberger Works in Pittsburgh, 
newspaper paragraphers seized the occasion to mourn 
the passing of the good old days when Dobbin drew the 
shay. They intimated that the horseshoe business was 
headed for that limbo which long since swallowed the 
spinning-wheel, the pewter mug and the stage coach. 
They wept metaphorical tears over the grave of the 
village blacksmith. 

But it isn’t true, after all! There are still five mil- 
lion horses which need shoes in the United States. A 
dozen plants still make horseshoes and horseshoe bars. 
And if the spreading chestnut tree no longer casts its 
shade upon the rustic smithy, still—there are thou- 
sands of larger shops each of which can shoe more 
mares this week than the sinewy arms could compass 
in a month. 

The horseshoe business has been in existence some 
2500 years and it is not likely to disappear overnight. 
Times have changed considerably since the Greeks 
made leather socks for their steeds and the Romans 
nailed horseshoes above their doors to keep away the 
plague, but the making and selling of equine footwear 
is still a thriving business. Even today, when the 
Chinese use silken sandals to protect the feet of the 
Mandarin’s horse and cattle hide shoes are in vogue 
in Asia, the volume of business done by the manufac- 
turers of iron and steel shoes is very respectable. 

The advent of the automobile has affected the horse, 
naturally. That famous pair of spanking blacks has 
given way to the smart speedster—and few there are 
who would care to return to the barouche or the carry- 
all. The driving horse is a thing of the past: today 
our equine population consists chiefly of draft horses, 
with a few racing thoroughbreds, hunters and polo 
ponies still upholding the prestige of the “gentleman’s 
horse.” But the draft horse has ever been the main- 
stay of the horseshoe maker and stout Clydesdales and 
powerful Percherons still carry a fair share of the 


white man’s burden. 


Iron and Steel Annually 


By Prentice Winchell 


Most of the losses suffered by the equine ranks in 
the retreat from the motor have taken place in the 
larger towns and cities, however. It is estimated that 
the number of horses and mules, used for other than 
farm purposes, declined from about 3,000,000 in 1910 to 
approximately 2,000,000 in 1920. There has probably 
been a slight decrease since that time, but it has not 
been so rapid as that which took place during the war, 
when feed was high, labor scarce and motor trucks 
new. 

The horse has held his own very well on the farm 
against the invasion of tractor and touring car. There 
are today some 17,000,000 mules and horses engaged in 
agricultural work. No great proportion of these are 
shod, however. On the typical Iowa or Illinois farm, 
for example, not more than one pair out of every four 
pair of horses is likely to be shod—and then for a few 
months in winter. More shoeing is done in the north- 
eastern States on account of the rocky nature of the 
ground, but the bulk of the horseshoe business comes 
from the draft and general purpose horses plus about 
500,000 saddle horses, which require careful shoeing. 

Practically all of the horseshoes used in this coun- 
try are machine made. In Europe the local blacksmith 
still forges most of the shoes from bar iron, although 
American machine-made shoes are being exported in 
larger quantities each year. The farrier has lost most 
of his importance, even on the Continent, for today he 
forms but an insignificant portion of the iron industry. 
Time was when the craftsman in iron, able to make 
swords and armor and shoes, ranked next to the King’s 
chamberlain and was given the rank of “mareschal.” 
There are tales of royal attempts at forging silver 
shoes and lavish honors showered upon the successful 
smiths who enabled an army to march to victory on 
shoes of wrought iron. 

But with the invention of a machine capable of 
turning out shoes by the thousand, the prestige of the 
farrier began to wane. Individual skill in the design 
of shoes was discounted. And today the maker of steel 
guns and shells, of armor plate and battleships holds 
the confidence of nations which once belonged to the 
blacksmith. 

The manufacture of shoes by machinery in the 
United States dates from about the year 1861. There 
were companies which made horseshoes in quantity 
long before this—the original plant of the Phoenix 
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BEFORE HORSESHOES WERE MACHINE-MADE 


(1) Probably made by the Celts prior to the Roman invasion of England. Found with Roman coins of the first 
century. (2) Light-weight iron shoe of the second century found in Moorish farrier’s tent after the battle of Isly. 


(3) Thin iron shoe found in France, with a bronze coin of Faustina, A. D. 175. 
ably the third or fourth century. Remarkable in its resemblance to the modern horseshoe. 








Horse Shoe Co. was built in Hartford, Conn., in 1800. 
But until the Burden Iron Co. of Troy, N. Y., procured 
letters patent on a machine for the manufacture of 
horseshoes and contracted in 1861 to supply the Federal 
government with large quantities during the Civil War, 
there had been no actual machine production. Produc- 
tion by machine was started in England about the same 
time, but acceptance of the new shoes did not come so 
fast on the other side of the Atlantic. As late as 1873 
William Douglas wrote that “A strong objection exists 
among farriers to put on machine-made shoes, but at 
the same time I feel confident that these shoes must 
ere long come into general use.” By this time there 
were half a dozen plants making horseshoes in the 
United States and blacksmiths accepted the new idea 
very readily. 

It was still necessary for the blacksmith to know 
his trade thoroughly, for the preparation of the hoof, 
the treatment of peculiarities in the horse’s foot and 
the need for good judgment as to the particular type or 
weight of shoe required left plenty of room for the ex- 
ercise of individual skill. These workers in iron gen- 
erally did all sorts of odd jobs, such as making and 
repairing wagon tires and repairing machinery and 
consequently were, even with machine-made_ shoes, 
persons of considerable importance in the community. 

Then came the automobile. Little by little, roadsters 
and touring cars drove driving horses from the high 
roads and struggled for supremacy in the field of heavy 
transportation. The old custom shoeing shops here 
and there put up new signs bearing the words “Service 





Fig. 5 
(5) Thought to be a pathological shoe made to protect an injured foot. 


habitation in France. 
cotton for horses of the grandees. 


(6) A Japanese sandal made of rice straw for horses and bullocks. 
(7) The modern horseshoe is made in dozens of standard sizes and in weights 


(4) Age uncertain, but prob- 
Notice the toe-calk 
—Courtesy Phoenix Horseshoe Co. 
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Station” or “Automobile Repairs.” Others, unable to 
find enough business, went the way of all flesh. 

Some idea of the change which has been wrought 
in this regard may be gathered from the fact that 
fifteen years ago there were some 232,000 blacksmiths 
plying their trade in the United States: five years ago 
the number had dwindled to 195,000 and today there are 
probably not more than 175,000. But the decline seems 
to have stopped. Probably the figure will be much 
the same ten years from today. 

The new type of blacksmith shop handles consider- 
able automobile business in addition to its regular line 
of work. In the large cities many companies which 
employ thirty horses or more (such as those engaged in 
contracting, baking, milk distribution, express service 
and the like) have their own shops. In the rural dis- 
tricts the old order is with us yet. There the black- 
smith does manage to make a living at his trade of 
farrier, though he may take on a little repair work to 
help out. 

Machine-made shoes were for some time manufac- 
tured only from wrought iron, muck bars being the raw 
material. But since the steel horseshoe was developed 
some years ago, it has increased rapidly in favor until 
today about 60 per cent of all shoes sold in this country 
are steel and 40 per cent iron. Number 1 railroad 
wrought scrap is the material ordinarily selected for 
first-grade horseshoes. The use of steel shoes has 
grown more rapidly in the South than in the North. 
They cannot be broken so easily in the fitting as the 
iron shoes, and since many of the mechanics in the 





Fig. 6 Fig. 7 


Found in the ruins of a Gallo-Roman 
Made of silk or 


ranging from five ounces for racing to as heavy as two pounds for heavy work 





—Courtesy Phoenix Horseshoe Co. 
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South are negroes with little skill in metal working, 
they are greatly favored there. The Northern smiths 
still prefer the iron shoes in many cases. 

In the search for the most suitable material for 
horseshoe manufacture, the farrier has had recourse at 
various periods to such widely different materials as 
leather, horn, vulcanite, papier-mache, rope, rubber, 
bronze and straw. But iron and steel still hold su- 
premacy, though some of the other materials, notably 
rubber and rope, are used occasionally in connection 
with iron or steel in the construction of special shoes 
for protection against slipping on wet or icy pavements. 

The advantages of machine-made shoes are uni- 
formity of weight and material, while the only possible 








tion of horseshoe iron for this purpose is 397 tons, 354 
tons of which were hand-made and 43 tons machine- 
made.” Assuming that this census was based on a 300- 
day working year, the consumption at that time must 
have been in the neighborhood of 120,000 tons a year. 
The census lists the value of horseshoes produced in 
that year at about $100,000—tthirty years later it had 
reached $1,000,000. By 1910, rolling mills and individ- 
ual plants manufacturing horseshoes were turning out 
some 2,000,000 100-Ib. kegs a year. Just before the 
war the industry’s product was valued at nearly $9,- 
000,000. Great quantities of shoes were shipped over- 
seas during the conflict and by the close of the war 
the total output had climbed to a $12,000,000 annual 
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disadvantage lies in rigidity of design, which—consid- 
ering the dozens of designs available—does not con- 
stitute much of a disadvantage. Styles in footwear 
for our four footed beasts of burden have not changed 
so rapidly as those which are displayed in store win- 
dows for milady’s use. Aside from the introduction of 
the adjustable calks and the use of rubber and leather 
pads, which began about 1901, hoofware is much the 
same as it was fifty years ago. 

Nor have there been any fundamental changes in 
manufacturing methods, with the possible exception of 
the development of some new dieing processes. In 
view of the fact that demand can hardly be expected to 
increase from now on, it does not seem likely that im- 
provements in manufacturing methods would be worth 
while, so long as they would involve scrapping of equip- 
ment thoroughly adequate for the time being. 

The prospectus issued prior to the formation of a 
horseshoe company in the eighties states that: “It 
appears by the census of 1860 that the daily consump- 


—Courtesy Phoenix Horseshoe Co. 
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valuation. By 1921 the output had dropped materially, 
however, and the valuation declined to about $8,000,000. 

For the last five years production has shown no 
great change one way or the other. It is variously 
estimated that total output now runs from 1,350,000 to 
1,500,000 100-lb. kegs. It requires approximately a ton 
of iron or steel to make 1600 lb. of finished product, so 
that the current consumption of iron or steel for this 
purpose is close to 100,000 tons a year. 

The product of the dozen companies now engaged 
in the manufacture of shoes is marketed through the 
heavy hardware jobbers, who in turn sell to the black- 
smiths. While the sale of shoes dropped off materially 
in the 1910-1920 period (about one-third), it has re- 
mained fairly steady since that time. The horseshoe 
industry is apparently settling down to a long period 
of stabilized demand. Unless there is a sudden and 
unexpected shortage of gasoline, or a nation-wide epi- 
demic of horseshoe pitching, there seems to be no mate- 
rial change in prospect for several years to come. 








How ‘Bout Getting Their Names? 


T’S important to get their names down on paper. 


get their names down in our heads. 


to you, sometimes with a pleasant greeting—sometimes without. 


But whether it’s charged or paid for in cash, let’s 
Often you’ve stepped into a store and the clerk has come up 


But the times that a clerk came up 


and said, “Good morning,” or “How do you do” and called you by name, a happy feeling tingled 


through your being. 


It’s a feeling of importance, if you want to call it that. 


It’s a feeling of kindliness that you have 


towards that clerk who took enough interest in what you bought, to mentally jot down your name 


while writing it on the sales shp. 
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The English Derby—and an 


Unexpected Adventure 





By Saunders Norvell 


London, June 1, 1925. 


HE Derby (Darby), the great English horse 
race, is run every year at Epsom Downs, about 
an hour by motor from London. 

Our party of six Americans were given cards by 
English friends to the Country Club on the grounds 
and also written instructions as to exactly what to 
do. We were to leave London at 10.30 a. m., sharp, 
have luncheon at the Country Club and then walk 
over to the grandstand. No reserved seats were nec- 
essary as there would be plenty of seats. We merely 
had to pay a general entrance fee of £2. It was all 
simple and lovely! But it rained! The rain made all 
the difference. Our plans were excellent for a fine 
day. 

We motored to the club and lunched. The rain 
kept drizzling down. The only way to the grandstand 
was to walk over part of a golf course. We started. 
The grass was soaking. The ladies wore light slip- 
pers. The conversation was tense. Remarks were 
made about our mutton-headed arrangements. 

At the grandstand the crowd was packed under 
the covered section like sardines. Most of the seats 
were open to the weeping sky. Our party huddled in 
a doorway. The ladies were now stonily silent. They 
did not dare to express themselves. 

The three men stepped aside and held a council of 
war. We must get seats. Not one of us had ever seen 
a Derby. Finally, Brown said—‘Well, I can speak 
in three languages, I have three kinds of money on 
me. Just wait here and I will see what I can do.” 

We waited thirty minutes and Brown came back 
with a liveried attendant. We were ceremoniously 
shown to a box immediately opposite the judges’ stand. 
About us were all the social lights of England and 
America. It looked like Fifth Avenue with an Easter 
Parade. 

We met some English friends. ‘“‘How did you do 
it?” they gasped. “Well,” said Brown, “I just asked 
for the secretary of the Jockey Club and was shown 
to a private room where a lot of gentlemen in silk hats 
and cut-away coats were having lunch and drinks. I 
told them our predicament—that our reputations as 
good managers and mass producers and mass distribu- 
tors was about to be lost forever. They wept with me. 
They gave me a whiskey and soda. They called the 
club manager. .He telephoned some one. They sold 
me a box for the whole race week for $300. I bought 
it. Otherwise, I was face to face with a French di- 
vorce.” How our British friends did laugh! 

Now we were settled. It was an amusing sight. 
There were 100,000 people. They stood with and with- 
out umbrellas in the drizzle. The next thing was to 
bet. Brown said he would place the bets. He made 
the ladies put down their choice in writing. He was 





taking no chances. We each picked our horses. 

He left for Tattersall’s betting ring with a look of 
grim determination. When he returned, he gave each 
of us a little pasteboard card with a picture of our 
“bookie” on the back. 

At three o’clock the great Derby lined up. We could 
see the color of the jockeys’ jackets far off across the 
field through the mist of rain. ‘“They’re off!” We 
saw the colors bobbing along beyond the distant rail. 

I noticed all the Englishmen had their field glasses 
while all the American women had ours! 

Soon they flashed down the home stretch. ‘Manna! 
Manna!” roared the crowd. Manna won easily. Zion- 
ist was second. | 

Brown laughed. All of us had lost. He winked and 
showed me his card. He had £10 on Manna to win and 
£10 on Zionist for “place!” His odds were 10 to l 
and 2% to 1, so Brown won $750 on the race! We 
were all furious. ‘Why didn’t you tell us? Where 
did you get your tip?” we demanded. “Well,” said 
Brown, “Collins, a steward on the channel boat, told 
me all about it. You see, Manna was the Hebrew food 
in the wilderness and Mr. Morriss of Calcutta owned 
Manna. Zionist was also a Hebrew name and as 
I knew you can’t beat the Jews, I just took a Hebrew 
horse each way!” Well, that paid for the box and a 
dinner at the Berkeley that night. 

The next thing was to get home. The ladies said 
their feet were soaking. They had ruined their frocks. 
They positively would not walk. I was sent after the 
car. I found it at the club. We got in a long line of 
cars. We were stopped. The King’s carriage was 
waiting for him. This carriage blocked the narrow 
way. I went back and told the news. The idea of the 
King holding up everybody with wet feet. However, 
we waited and saw the King and the Queen. Our 
car came and soon we were home and could take a hot 
bath and some aspirin. So ended the great Derby and 
we will never go there any more. ~ 

Still, I must say a word about the British. Five 
thousand silk-top hats were ruined; five thousand 
women were soaked. Yet, I did not hear a single 
word of complaint. The British are good sports. I 
did not see one Britisher try to save his “topper.” 

Now for a charming little adventure. It was the 
Friday before the three holidays. At luncheon I met 
a young Englishman. We chatted about books. We 
got on famously together. He told me cheerfully that 
he was very poor and that he and his wife lived in a 
little flat, but would I come out on the bus and have 
luncheon with them on Saturday? I went and found 
his wife was pretty, young and very attractive. Our 
luncheon was very simple. They lived four flights up 
but there was no elevator. 

(Continued on page 92) 
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Important [rade Topics 
Discussed at S.Carolina Meeting 


R. K. Wilder Elected President of Hardware Association of 
the Carolinas, Succeeding the Late D. F. Conrad 


the twenty-first annual convention of the Hardware Association 


Prhe twenty-f problems of hardware retailing were discussed at 


of the Carolinas, held June 9, 10 and 11 at the Franklin Hotel, 
Spartanburg, S. C. All regular business sessions were held in the 


ball room of the hotel. 


Exhibits of hardware and related lines were 


shown on the tenth floor of the Montgomery Building, two blocks 


from the headquarters hotel. 


First Vice-President R. K. Wilder, Sumter, S. C., presided over 
the convention. The late D. F. Conrad, Lexington, N. C., whose death 


occurred last March, was president of the association. 


R. K. Wilder, Sumter, S. C., was 
elected president; J. N. Hart, Green- 
ville, N. C., was chosen first vice-pres- 
ident; L. J. Watford, Pageland, S. C., 
second vice-president; and J. D. Line- 
berger, Shelby, N. C., third vice-presi- 
dent. A. R. Craig, Charlotte, N. C., was 
reelected secretary and _ treasurer. 
These officers, with J. W. Culp, Gas- 
tonia, N. C., and E. H. Everett, Spar- 
tanburg, S. C., comprise the executive 
committee for the coming year. W. W. 





Watt, Charlotte, N. C., was selected as | 


national councillor to the Chamber of 
Commerce of the U. S. A. Delegates to 
the national congress are E. W. Du- 


f | 


vall, Cheraw, S. C., and W. W. Watt, | 


Charlotte, N. C. 
Following the singing of “America,” 
the invocation was given by the Rev. 


H. W. Dubose, D.D. Chairman Wilder | 


read the president’s report covering the 
association’s progress and problems. 

Frank Cassell, vice-president, Belknap 
Hardware and Manufacturing Co., 
Louisville, Ky., gave an address on 
“The Problem of Distribution.” 

At the Wednesday morning session 
J. J. Burney, Wilmington, N. C., gave 
his report as freight auditor. 

The Glorified Peddler, paint simplifi- 
cation and the partial payment paint 
plan were covered in the annual report 
of Secretary and Treasurer A. R. 
Craig, whose report, in part, follows: 











“It is generally conceded that the eco- 
nomical and proper channel of distribu- 
tion is from manufacturer to jobber, 
jobber to retailer, and retailer to con- 
sumer; but this plan is being inter- 
rupted and broken down in some in- 
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Arthur R. Craig, secretary 


stances by one higher up going over the 
head of the middleman and selling to 
one lower in the scale, and this is to- 
day emphasized by the ‘Glorified Ped- 
dier,’ as the house to house canvasser 


has been named by the editor of the 


“From our point of view the past | 
vear has been a busy one, and I am | 


gratified in the fact that we received 
more inquiries for information or help 
during the past year than for any sim- 


ilar period of time in our history— | 
_ public further than to get its money. 


more letters have been answered and 


more literature mailed out, yet this was | 
not done at a sacrifice of the field work. | 
chant should himself refuse to patron- 


More than fifteen thousand miles have 
been covered by auto and many by train 
in visiting old members, soliciting new 
ones, and in working up insurance for 
our insurance company.” 

Mr. Craig then outlined some of the 
phases of association work and con- 
tinued: 


HARDWARE AGE, in his efforts to arouse 
the mercantile public as to how much 
merchandise is being delivered at the 
door by these outsiders, who pay no 
taxes, do nothing for the uplift of the 
community, and have no interest in the 


Eradication of this evil, like charity, 
should begin at home, and every mer- 


ize the peddler, and he should instruct, 


his family to do likewise. He should 
go further and through advertisement 
and the local press educate the general 
buying public to patronize the home 
merchant rather than the peddler at the 
door. It may mean a little canvassing 




















'not forgotten. 





on your own account, but, whether or 
not, I urge you to realize that you 
have got a man’s job before you, and 
you cannot afford to sit in idle com- 
placency believing that this menace to 
business is only in the other man’s ter- 
ritory. 

“Business conditions are constantly 
changing and it becomes more impor- 
tant that we study conditions as they 
exist. Every dealer admits that it is 
harder to make money in a retail 
hardware store today than it was sev- 
eral years back. The past year has not 
brought prosperity to all of our mem- 
bers, yet some have made money. I 
am wondering if this was not because 
this latter class gave more study to and 
spent more time in analyzing condi- 
tions. It cannot be attributed to local 
conditions, nor can it be said that it 
was because there was less money in 
circulation, for the mail order houses 
and the chain stores, which sell for 
cash only, have been making a steady 
gain through the year. Every cloud 
has its silver lining and we should not 
become discouraged. Hard work and 
constant attention to business. wil! 
eventually bring success. ‘To him that 
believeth all things are possible.’ 

“With sincere regret I am called on 
to announce that death, the grim but 
most certain reaper, has again invaded 
our official ranks, and D. F. Conrad, our 
president, with I. M. Massengill, C. P. 
Harden and E. C. Burch, beloved mem- 
bers, have passed into the beyond. 
Faithful in the performance of their 
duties and regular attendants upon the 
convention, they will be missed, but 
I move you, Mr. Presi- 
dent, that out of respect to their mem- 
ory we rise and stand a moment in si- 
lence. 

“Since our last convention fifty-one 
new members have been added to our 
roll. At the beginning of the fiscal year 
the secretary set his hopes on fifty new 
members for this year, and is happy 
that his hopes have been realized with 
one to spare.” 

A discussion on the function of a 
hardware retailer was led by J. D. 
Lineberger and C. D. Guess. Thos. B. 
Howell, secretary of the Virginia Re- 
tail Hardware Association, gave an ad- 
dress on efficient buying, which was 
followed with an informal discussion 
on this subject. 

Efficient selling was the topic of the 
Wednesday afternoon session led by 


(Continued on page 74) 
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Political Leaders Put on Big 
Drive for l’ax Reduction 


Minority Spokesmen Declare for Rates Below Mellon Plan 


U 


—15 Per Cent Surtax Urged 


By W. L. Crounse 


WASHINGTON, June 22, 1925. 


NLESS the Republican leaders in the new Congress provide for 
a $400,000,000 cut in the tax burden of the people and inci- 
dentally reduce the maximum surtax to 15 per cent, the Demo- 
cratic leaders declare they will beat them to it. 


This positive declara- 


tion is made here by men who speak for the minority in both Senate 
and House and it finds strong support in a carefully prepared address 
delivered during the past week by Senator Underwood, of Alabama, 
at one time Chairman of the Ways and Means Committee of the 
House and now one of the most influential of the Democratic 


Senators. 


Means Drastic Economy 


- To effect this heavy cut in taxation 
Congress must pursue a policy of the 
most drastic national economy. Presi- 
dent Coolidge will be counted upon to 
initiate this policy, and with the Repub- 
lican and Democratic leaders of Con- 
gress competing with each other in 
the effort to secure credit for putting it 
through, the dear people who pay the 
taxes may well regard the situation 
with the deepest satisfaction. 

When the Mellon bill was introduced 
in the last Congress the insurgents and 
the Democrats made comnton cause 
against the proposition to reduce the 
surtax. In this they played politics 
just as the Republicans had played 
politics in previous Congresses. 

The Democratic leaders are now con- 
vinced that the people are demanding 
lower taxes and the utmost in national 
economy. They see the handwriting on 
the wall and they intend, if possible, to 
out-Coolidge Coolidge in the use of the 
pruning knife on the governmental es- 
timates and to out-Mellon Mellon in 
reducing the tax burdens of the people. 

In the last Congress Secretary Mel- 
lon fought a great fight in the hope of 
reducing the maximum surtax to 25 per 
cent. He failed because the insurgents 
and the Democrats insisted that such a 
reduction would redound solely to the 
benefit of the very wealthy. 

The misguided leaders who opposed 
the Secretary of the Treasury either 
could not or would not see that the very 
rich man cares very little about the 
rate of surtax for the reason that he 
always has the alternative of putting 
his surplus funds into tax-exempt 
securities. The reduction of the sur- 
tax, however, tempts him to sell his 
municipal bonds and buy the preferred 
stocks of sound industrials, thus pro- 
viding capital for the extension of 
legitimate industry and the further em- 
ployment of labor. 


Urge 15 Per Cent Surtax Rate 


Some of these facts appear finally to 
have been brought home to the minor- 
ity leaders who now see the folly which 














induced them to force upon the coun- 
try in the last tax revision a maximum 
surtax rate of 40 per cent. They have: 
now decided not only that Secretary 
Mellon’s 25 per cent rate was conserva- 
tive but that a rate of 15 per cent is 
still more logical and will actually pro- 
duce more revenue from the surtax 
than is now obtained on a 40 per cent 
basis. 

But Senator Underwood goes fur- 
ther. He believes that nobody, rich or 
poor, should pay an income tax in ex- 
cess of 15 per cent. He would impose 
a flat normal tax of 2 per cent with a 
maximum surtax of 13 per cent. 

This schedule, combined with liberal 
exemptions on small incomes, would 
mean a most radical change in the in- 
come tax laws, but the experts who have 
assisted Mr. Underwood in his calcula- 
tions express the firm belief that while 
for the first year there might be a 
moderate shrinkage in the revenues de- 
rived from the tax on incomes, the loss 
would be but temporary and in a year 
or two the increase in taxable incomes 
through the transfer of tax-exempt in- 
vestments to the channels of industry 
would more than restore the balance. 
Senator Underwood helped write the 
first income tax law and the same ex- 
perts who assisted him are now at his 
elbow in the campaign to reduce the 
Nation’s tax burden. 

But there are others. Senator Glass 
of Virginia, at one time Secretary of 
the Treasury, Senator King of Utah 
and Senator Carraway of Arkansas, all 
prominent Democrats, have come out 
openly for reductions below the level 
of the Mellon plan. 


Would Cut All Moderate Income Taxes 


Senator Glass believes that in the 
new law the tax on all incomes below 
$50,000 should be substantially reduced. 
He is also for a low surtax and a slash 
in the present normal taxes which run 
up to 6 per cent. 

Senator Carraway has always been 
a stickler for national economy. He 
believes that every possible penny 














should be saved and that the taxpayer | sm: 


should have the benefit of same. 





Senator King intends to signalize the 
meeting of Congress by the introduc- 
tion of a tax bill of his own which will 
cut collections no less than half a bil- 
lion dollars. He will put it up to the 
appropriation committees of the two 
houses to augment the prospective sur- 
plus of $375,000,000 by pruning another 
$125,000,000 off the annual budget bills. 

Conservative business men will see 
a lot of politics in this rivalry between 
political leaders to win the plaudits of 
the people for national economy and 
tax reduction. Prominent Republicans 
in both houses declare that the Demo- 
crats have no responsibility as to the 
legislation of the new Congress and 
therefore are advocating generous tax 
cuts, quite unmindful of the fact that 
they may mean a deficit which the Re- 
publicans will be blamed for. 

Lots of campaign material for use in 
November, 1926, will be manufactured 
in the big Congressional mill on Capitol 
Hill next winter, and business men 
should be careful not to become excited 
over the outlook. Especially do not 
spend your tax savings until the prom- 
ised legislation has reached the statute 
books. 


President Jolts Tariff Commission 


Scores of wiseacres in Washington 
are predicting that the new Congress 
will abolish the United States Tariff 
Commission as one of its first official 
acts. More conservative observers hint 
that the flexible provisions of the Ford- 
ney-McCumber tariff law may be re- 
pealed but doubt that the tariff com- 

missioh will go by the board. 

These predictions are based upon 
President Coolidge’s long delayed ac- 
tion, taken during the past week, when 
he refused to follow the recommenda- 
tions of the tariff commission for a re- 








duction in the duty on sugar. The 
President has taken many months to 
study the commission’s reports and has 
made a thorough investigation of every 
angle of the problem. 

It goes without saying that com- 
plaints must be carefully investigated, 
which means that much time must be 
consumed in surveys, hearings and the 
consideration of evidence. 

But in the meantime industrial con- 
ditions are changing with kaleidoscopic 
rapidity and with each shift the status 
existing at the time the complaint was 
filed is more or less modified. When 
the tariff commission started its in- 
vestigation into the sugar duty in 1923 
the cost of the commodity was high, 
and there appeared to be some reason 
for cutting the tariff so as to give the 
consumers cheaper sugar. 


(Continued on page 84) 
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A Simple Method of Making Fancy 





Cut-out Matboard Showcards 


The Full Roman Alphabet in Four Chapters 


HE full Roman alphabet is by 

far the most beautiful and 

legible of all others for show- 
card writing, and as the reader can 
see by studying the letters A, B, C, 
D, E, F, G and H, shown on the 
alphabet plate that each element is 
made with one single stroke of 
the brush, in other words it re- 
quires but three single’ brush 
strokes to form the basic part of 
the letter “A.” The sharp spurs 
at the bottom of the two slanting 
strokes are made with the tip end 
of brush. Of course in making 
these single stroke letters the be- 
ginner must remember to keep the 
brush in a flat chisel edge shape 
all the while, this is easily done 
by wiping it backward and for- 
ward each time it has been dipped 
in the ink on a smooth piece of 
cardboard. Two important things 
to remember are, see that the ink 
is about the consistency of heavy 
cream for brush work, and do not 
dip brush in the ink any further 
than three-quarters the length of 
the hairs, also be sure to keep the 
fingers as far down on the handle 
of brush as the top of the metal 
ferrule. Hold the brush just like 
a pencil when writing. 


By Joseph Bertram Jowitt 


The card featuring the first 
eight letters of the alphabet is of 
light brown mat-board measuring 
16 x 16 in. The letters are 1% 
in. high and a No. 8 brush was 
used. This is about the right 
height for practice letters. If the 
letters are much larger the be- 
ginner will have difficulty in con- 
trolling the brush when making 
sweeps like the letters “C,” “D” 
“G” and the loops in the _ let- 
ter “B.” The wrist joint should 
rest on the card, also the first 
joint of the little finger. All 
strokes are made from left to 
right. The thin strokes are made 
with the tip of brush brought 
down sideways. The heavy strokes 
are made with the full stroke of 
brush its exact width and stopping 
when within a fraction of an inch 
of the bottom guide line. 

It is a mistake to attempt to 
copy too many letters at one time. 
Learn to make A, B, C, to your 
own satisfaction before attempting 
D E F, ete. In making the letter 
“B,” be sure that stroke number 
one, is plumb upright before be- 
ginning the loop strokes Nos. 2 
and 3, observe that the top loop 
stroke is a trifle smaller than the 


bottom loop stroke. The sharp 
pointed spurs at the top and bot- 
tom of stroke No. 1, are the finish- 
ing strokes of the letter and are 
made with the tip of brush after 
it has been shaped to as fine a 
chisel edge as possible. The let- 
ter “C’” requires but four single 
strokes to complete and should be 
practiced in just the same man- 
ner as you see it on the plate. 
Stroke No. 1 is the basic stroke 
made at the left; stroke No. 2, is 
a short stroke joining No. 1 at 
the top and made in the direction 
the arrow points; stroke No. 3 
finishes the bottom of letter and 
stroke No. 4 finishes the top. 

The letter “D” is made on the 
same principle as the letter “B,” 
only the loop stroke No. 2 is 
brought nearly all the way down 
to the bottom guide line. Stroke 
No. 3 being a backward stroke 
joining No. 2, as the arrow indi- 
cates. The letter “C” is quickly 
transformed into a “G” by two 
extra strokes. The letter “F” is 
also easily made into the letter 


“EK.” The letter “H” is made with 
two upright strokes of equal 
thickness, with a thin stroke a 


little above the center joining both. 
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The lower-case letters which are 
shown on the bottom of plate are 
very much more simple to make 
than are the capital letters, they 
requiring fewer strokes. 

White letters on a dark back- 
ground are easier to make than 
black letters on a _ white _ back- 
ground, the reason is that any 
slight irregular strokes are not so 
noticeable and the letters them- 
selves seem to stand out more 
prominently, particularly if letter- 
ing is shaded with black or a 
darker color than the background. 

When shading letters, shade on 
the left side and do not touch the 
edge of letters, keep away 1/16 to 
14 in. 

Show cards like window displays 
should be continually changed, 
not only in color but in shape or 
design. Herewith is a very simple 
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one sheet of light brown mat-board 
which measures 30 x 40 in. The 
scheme is to procure a stiff piece 
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the middle, while paper is folded, 
sketch a rough design on the out- 
side edge. Next cut out design 
while paper is still folded, when 
paper is unfolded the design will 
of course be the same on both 
sides. 

The advertising pages of maga- 
zines offer many suggestions in 
fancy designs which may be 
worked out in this manner. After 
the pattern is cut out it is placed 
on the card and outlined around in 
pencil, and then the card is cut 
with the aid of knife and scissors. 

A quick way to make an easel 
back to support the card in the 
window and on the counter is to 
cut a strip of cardboard three- 
quarters the height of your show 
card and about 4 in. wide, next 
cut a line through the center of 
strip. If this line has not been 


PETFEFCCGGIULE 


method of making fancy cut-out- 
mat show cards which requires 
little or no artistic ability. All of 
these fancy designs were cut from 


of paper, the outside measurement 
you wish your show card, having 
it either oblong or square. Pro- 
ceed to fold this paper exactly in 





cut through too deep this support 
will act as a hinge and a few drops 
of Le Page’s glue will fasten it on 
the back of show card. 








An Interested Reader of Mr. Jowitts’ Articles 
“T have been an interested reader of your articles on showcard writing, published in 
the HARDWARE AGE, and am taking the liberty of writing you, asking if you would in- 
form me where I could purchase books on showcard writing, also showcard writing sup- 


plies. 


“Thanking you for any information you may give me, I remain, 


“ (Signed) 
“17 East Street, Claremont, N. H.”’ 


W. K. GARDNER, 
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CURRENT NEWS 





Llew S. Soule Addresses Hardware Boosters 
at Annual Spring Frolic 


There were 45 members present at the annual spring frolic of the Hardware 
Boosters (New York), which was held June 13 at the Hardware Club, New 


York City. 


Llew S. Soule, editor of HARDWARE AGE, gave an instructive address 


on the responsibilities of salesmen, particularly in regard to helping retailers 


combat the Glorified Peddler. 


bution of hardware and other merchandise through peddlers would ultimately, 
if unchecked, eliminate the livelihood of the hardware salesman who represents 


jobbers and manufacturers. 


Peddler, and urged the salesmen to realize the importance of this trade menace, 
and to cooperate by helping and teaching retailers the best way of combatting 


the peddler influence. 


Chief Booster Clarence J. Roberts 
presided. He characterized Mr. Soule’s 
talk as a very pertinent message. Fol- 
lowing the talk the Boosters made 
merry with dancing, singing and other 


ae eens 


features of entertainment provided by | 


unsuspected talent within the organiza- | 


tion. Will J. Graham, Veteran Booster, 
presented to Treasurer George W. 
Eddy a very handsome fountain pen 
and pencil set, which was a gift of 
appreciation and respect to the watch 
dog of the Boosters’ treasury. Mr. 
Graham also obliged with some enter- 
taining anecdotes which were very 
amusing. 

Charles Pincus was chairman of the 
entertainment committee, and was as- 
sisted by Fred Hinchman and Bert 











Conner. Charlie Pincus 
service in providing an accordion play- 
er and attractive hardware gifts, which 
were donated by the following: 

Life Savers, Inc., Wiebusch & Hilger, 
Inc., J. C. McCarty & Sons, Millers- 
Falls Co., Russell & Erwin Mfg. Co., 
Patterson-Sargent Co., Devoe & Ray- 


nolds Co., Stanley Works, National Car- | 


bon Co., Eagle Lock Co., U. T. Hun- 
gerford Co., Charles Kurzon, Pike Mfg. 
Co., J. Russell & Co., Topping Bros., 
Corning Glass Works, Sargent & Co.. 
Union Hardware Co., 


did yeoman | 


! 


———_—— 


Mr. Soule demonstrated very clearly that distri- | 


Mr. Soule told of the activity of the Glorified | 


Yale & Towne | 


Mfg. Co., J. A Gaffney Co., L. S. Star- | 


rett & Co,, Burns Mfg. Co., 
Dixon, Fredk. Pfeiffer, U. S. Expan- 
sion Bolt Co., Francis Keil & Son, Lan- | 
busch-Fisher Co., HARDWARE AGE and | 
Frantz Mfg. Co. 





Anchor-Bracket Corp. 
Formed to Manufacture 
Building Braces 


A new company has just been incor- 
porated, under the name of the Anchor- 
Bracket Corporation, to manufacture a 
patented anchor bracket to be used in 
the construction of any type of build- 
ing or for any post or pole erection. 
The general idea of the patent is a 
bracket by which any superstructure 
can be firmly fastened to the stone or 
concrete foundation, thereby safeguard- 
ing the constructions against storms, 
floods and earthquakes. Charles F inette, 
the inventor, is the president of the new 
company, which has leased a plant at 
Aurora, Ill., and has already started 
production. The other officers of the 
company are: Carl Finette, vice-presi- 
dent; W. J. Golden, secretary-treasurer; 
M. Finette, assistant treasurer, and 
D. Golden, assistant secretary. 





Carpenter-Morton Co. Cele- 
brates Its 85th Anniversary 


Carpenter-Morton Co., manufactur- 


ers of varnishes, enamels and paints, 
celebrated the eighty-fifth anniversary 
of its founding Wednesday, June 17, 
with an outing of its employees at the 
— Pearl Amusement Park, W ren- | 
tham. 


About two hundred and fifty | 














employees and their families attended. 
The party left Boston by automobile at 
10 a. m., returning in the evening. 


The firm was established in 1840 by | 


Eleazer F. Pratt. In 1852 the firm 
name changed to Banker & Carpenter. 
In 1892 the business was organized as 
a Massachusetts corporation under the 
name of Carpenter-Morton Co. 

The business was first conducted at 
5 Broad Street, Boston, then at 107-109 
State Street and later at 151 Milk 
Street. In 1899 the company moved to 
its present home, the Sudbury Build- 
ing, 77-79 Sudbury Street, Boston. 

The present officers of the company 
are: George C. Morton, president; A. I. 
McLauthlin, vice-president; William E. 
Gilmour, treasurer; John W. Camp- 
bell, assistant treasurer and director; 
James B. Lord, director. 

At the outing the factory team de- 
feated the office baseball team. Prizes 
for this and other games were awarded 
by Sylvanus Smith, manager, industrial 
department. 





Commonwealth Edison Co., 
Distributor for Kulp Theft- 
Proof Lamps 


The Commonwealth Edison Co., 72 
West Adams St., Chicago, Ill., has been 


appointed a major distributor for the | 
'rence, Mass., were burned out last week 


Kulp Theft-Proof-Lamp Co., 360 North 
Michigan Avenue, Chicago, 
turers. 


Harmon & | 
New York City. He had been with this 


| the 


John Denholm Severs Con- 
nection with Wickwire- 
Spencer 


John Denholm has severed his con- 
nection as general sales manager for 
Wickwire-Spencer Steel Corp., 





John Denholm 


company and its’ predecessor, the 
| Wright Wire Co. of Worcester, for the 
| past twenty-six years. 

Mr. Denholm has not yet announced 
| his future plans. 





J. C. Williams Dies; 








manufac- | 
| dollars. 


Was Trowel Manufacturer 


J. C. Williams, president, Marshall- 
town Trowel Co., Marshalltown, Iowa, 
died at Pasadena, Cal., June 5. His 
death was caused by heart disease, 
which came after an illness of several 
weeks. | 

Mr. Williams was born Aug. 19, 1870. 
He was designer of the Marshalltown 
plastering trowel and the founder of 
the business until his death. 


Modern Grinder Mfg. Co. 
Moves Into New Plant 
This Fall 


The Modern Grinder Mfg. Co., Mil- 
waukee, Wis., expects to move into a 
new plant at 64 to 70 Reed Street, that 
city about September or October 1. 
The new plant provides about 60,000 
sq. ft. and will be modern in equip- 
ment and appointments. 


Pill Bros. Suffer Loss 
Through Fire 


Brothers, Essex Street, Law- 








Pill 


at a loss that ran into several thousand 
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C. A. Haines Reelected Presi- | North Jersey Ass’n Holds Successful Outing; 


dent N. E. Iron and 
Hdwe. Ass’n 


Charles A. Haines, Dodge-Haley 
Co., Cambridge, Mass., was reelected 
president of the New England Iron and 
Hardware Association at the annual 
meeting held Thursday evening at 
Young’s Hotel, Boston, and Edward R. 
Brayton, Belcher & Loomis Hardware 
Co., Providence, R. I., vice-president. 

The following constitute the board of 
directors: Charles A. Adams, John B. 
Varick Co., Manchester, N. H.; C. D. 
Alexander, Emery, Whitehouse Co., 
Portland, Me.; R. M. Boutwell, Stand- 
ard Horseshoe Co., Boston; William H. 
Bowe, Herrick Co., Boston; F. Mar- 
sena Butts, Butts & Ordway Co., Bos- 
ton; E. R. Brayton, Belcher & Loomis 


Hardware Co., Providence, R.1.; Frank- | 


lin E. Bragg, N. H. Bragg & Sons, 
Bangor, Me.; Frank F. Chase, Chase, 
Parker & Co., Boston; G. M. Condon, 
Condon & Carpenter Co., Providence, 
ie Bel B. Damon, Fitchburg Hard- 
ware Co., Fitchburg, Mass.; Clarence 
C. Dodge, The George F. Blake Mfg. 
Co., Cambridge, Mass.; George M. 
Gray, Peter Gray & Son, Inc., Cam- 
bridge; Charles A. Haines, Dodge- 
Haley Co., Cambridge; Charles W. 


Henderson, Arthur C. Harvey Co., Bos- | 


ton; Robert H. Sanderson, E. P. An- 
derson, Co., Cambridge. 


The various reports of committees 


were read, these showing the associa- | 
tion to be in good financial standing | 


and growing. The report of the mem- 
bership committee showed sixty-three 
active and twenty-three associate mem- 
bers, a total of eighty-six. Plans were 
made for a new membership drive, the 
object being to bring the total up to 
100 during the year. 

George J. Mulhall was reelected 
treasurer and clerk of the association. 
Mr. Mulhall has efficiently handled the 
affairs of the association for many 
years. Joseph F. Breck, Joseph Breck 
& Sons Corporation, Boston, served as 
chairman of the nominating commit- 
tee. 


Nutmeggers to Have Outing; 
Linford White Making Plans 


Rev. W. H. Alderson of the Metho- 
dist Church, New Britain, Conn., ad- 
dressed the Nutmeggers at their reg- 
ular meeting held June 10 at the Bur- 
ritt Hotel, New Britain. His topic was 
“Honesty in the Salesman.” Burt Arm- 
strong of the same church proved him- 
self a very capable song leader and the 
members enjoyed the music furnished 
by Ben. Parker and his Rotary Club 
Orchestra. Nutmegger H. F. Sullivan, 
who sings regularly over radio sta- 
tion WHN, sang a few songs for the 
members. 

Linford C. White, secretary, is in 
charge of arrangements for the Nut- 
meggers’ outing. Further data on this 
will be announced later. 




















| operated a hardware store in the South. | 
| 


230 Present 


The annual outing and games of the North Jersey Hardware and Supply 
Association brought 230 hardware men to Doerr’s, Union Park, Maplewood, 
N. J. There were various sporting events, plenty of refreshments, and a chicken 
dinner in the evening. Al Berkenmeier was chairman of the committee, and 
Morris Miller was treasurer. They were assisted by Lou Schelling and Arthur 
Manser. 

Glenn Pearce, field secretary of the 
Pasha organization, was present with 
his little movie camera. 

Morris Miller was on the job all 
through the outing, and it is reported 
that he prefers hardware outings to 
golf. 


The Brooklyn Association was repre- 
sented by R. J. Atkinson, H. A. Graef- 
enstadt, Henry Bond, Charles Schnei- 
der and Eddie Dailey. The Manhattan 
and Bronx Association was represented 
by C. H. Tilson, C. A. Bruhns, Arthur 
Shimmel and Edward Ferguson. W. 





Fred J. Sage Joins Duluth | L. H. ites with Masback 
Show Case Co. Staff as District Sales Manager 


Frederick J. Sage, store engineer, 
has joined the merchandising and store | 
engineering staff of the Duluth Show | 
Case Co. of Duluth, Minn. During | 
the past five or six years Mr. Sage’s | 
services have been employed by some | 
of the largest and best hardware | 
stores in the country. | 

Mr. Sage is recognized as an author- | 
ity on hardware store planning and | 
merchandising. His activities and capa- | 


L. H. Johnson was recently ap- 
 siiabell a district sales manager for the 
Masback Hardware Co., Inc., 80 War- 





L. H. Johnson 





ren Street, New York City. He will be 
'in charge of the company’s Brooklyn 
‘territory, which he has covered for 
/many years. Mr. Johnson was con- 
/nected with Chas. J. Smith & Co., New 
| York City, for the past three years. 
|For fifteen years previous to that he 
| was a salesman for the Masback Hard- 





Fred J. Sage 


bilities in this field are broad and thor-/ ware Co., and for several years prior 

ough. |to that was connected with the Russell 
| Mr. Sage is a_ practical hardware | & Erwin Mfg. Co., New Britain, Conn. 
| man, having at one time successfully | 


—_—____ 





‘Landis Now Sales Manager 


Hubinger Bros. Change Name 








of Firm—Open New Store 


Hubinger Brothers, 466 Union Ave- 
nue, Paterson, N. J., have recently in- 
corporated their hardware and house- 
furnishing business under the name 
Hub Hardware & Paint Stores. About 
Sept. 1 the company will operate a sec- 
ond store in Cranford, N. J. Other 
stores may follow. 








for National Utilities Cory p. 


L. C. Landis who, during the past 
fourteen years has been Secretary and 
Sales Manager of the Milwaukee Air 
Power Pump Co., Milwaukee, Wis., has 
severed his connection with this firm, 
and accepted the position of Sales Man- 


ager with the National Utilities Cor- 


poration of Milwaukee. 
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General Market News 





Rural Collections Improving 
Crop Outlook Encouraging; 


Hardware Prices Are Firm 


the rural districts, according to latest reports, 


66 ARDWARE collections have improved greatly in 


whereas hardware collections in the cities have 


been somewhat slower during the last ten days. 


The out- 


look for good crops is very encouraging, and distributors 
predict a continued improvement in business—to come 


along slowly, but steadily. 


“Hardware prices are unusually firm for this particular 


season. 


selling actively in all markets. 


This applies also to seasonable items which are 


The fact that stocks are 


generally depleted is probably one of the main factors in 
holding prices at a steady level. 

“Staple lines are not moving in any great quantity. 
Throughout the country building is getting under way, 
but has not reached any large proportions as far as the 
demand for builders’ hardware and kindred supplies is 


concerned.” 





No Important Price Changes 
in New England Market 


No important price changes were 
made by the New England hardware 
jobbers last week, and minor impor- 
tant changes were fewer than noted in 
many months. The stability of prices 
is helping sentiment in hardware cir- 
cles possibly more than anything else. 
That this statement is true is attested 
by the renewed activity of merchan- 
dise. 


Cleveland Retailers Are Busy 


Business with Cleveland retailers is 
good but jobbers report some falling 
off in sales which are now confined 
mostly to stable and to seasonal lines 
for early shipment. Prices on nails 
have been reduced 15c. a keg and on 
wire $1 per 100 lb. and corresponding 
reductions have been made on barbed 
wire following reductions by the lead- 
ing manufacturer. 





Heavy Summer Goods De- 
mand Continues in Chicago 


Although the excessively hot weather 
has abated, the demand for summer 
merchandise is holding up well after 
the running start it got during the re- 
cent hot wave. Heavy rains have been 
instrumental in stimulating lawn 


mower sales to some extent and the 
business on other hot weather items is 
very satisfactory. 

There were no price changes reported 
in this district during the past week, 
with the exception of a slight decline 





in rubber covered wire. However, it is 
likely that there may be an advance in 
jobbers prices on garden hose and roof- 
ing following the reported advance on 
these items by the manufacturers. 





Jan.-June, 1925, Volume 
Surpasses Same in 1924 


The New York wholesale trade re- 
ports the first half of 1925 as being 
considerably ahead of the same period 
for the previous year. Spring goods 
stocks are badly depleted, and the trade 
does not expect any stock carry over 
worth mentioning. Prices are unus- 
ually firm in all lines, and collections 
appear to be improving slowly and 
steadily. 





Business in May 
Maintains Lead 


its 
ac- 


Business generally maintained 
lead over last year during May, 
cording to the New York American. 

The increase was especially notable 
in the output of automobiles, the con- 
sumption of cotton, the award of 
building contracts and the shipments 
of cement, according to reports today 
to the Department of Commerce. 

Other increases occurred in coke 
production, in spite of the smaller bee- 
hive output, in cotton stocks, in pro- 
duction of Douglas fir lumber and oak 
flooring. Newsprint production, how- 
ever, declined from May, 1924. 

All price indexes were higher than 
a year ago and foreign trade also in- 
creased, except for imports of gold. 





Seasonal Lines Most Active 
with Pittsburgh Jobbers 


Seasonal lines of hardware still are 
providing the bulk of the business for 
the Pittsburgh trade. Such items as 
wire cloth, screen doors and windows, 
electric fans, garden hose and other 
garden implements are moving with 
considerable snap under the stimulus 
of warm weather. Staples still are 
slow, although a fair number of orders 
is received along with those for sea- 
sonal lines. A 10 per cent advance has 
been announced on all bicycle tires and 
sundries and rubber goods generally 
show an upward price trend due to the 
strength of the crude rubber market. 
Wrenches have been cut about 71% per 
cent with the resale price now 70 per 
cent off list as compared with 65 per 
cent previously quoted but not gen- 
erally observed. Collections are not 


very good in this district. 





Building Well Under Way in 
Twin Cities District 

In the territory tributary to the Twin 
Cities, trade is fair, but has not de- 
veloped to the extent expected earlier 
in the year by some authorities. Deal- 
ers have learned their lesson well, and 
are ordering in smaller quantities than 
a few years ago, and are getting a 
better stock-turn in this way. Build- 
ing is well under way for the year, 
but there is apparent here a reluctance 
on the part of some who had contem- 
plated building to proceed with their 
plans. Collections are fair being bet- 
ter in the smaller towns and rural dis- 
tricts. 





Continued Satisfactory Busi- 
ness Predicted by E. M. 
Herr, Westinghouse Head 


E. M. Herr, president, Westinghouse 
Electric & Mfg. Co., predicted a stable 
volume of business for the ensuing year 
at the annual meeting of the stockhold- 
ers held recently. He said: “The vol- 
ume of business continues on a satis- 
factory basis ,and without material 
variation either up or down. The out- 
look for the year is of rather stable 
conditions in volume of business taken 
and, consequently, of shipments of our 
product.” 

The sole change in the directorate 
was the election of F. A. Merrick, vice- 
president and general manager of the 
company, to the place made vacant by 
the death of A. G. Becker. His term 
expires in 1926. These directors whose 
terms expired were reelected: James 
D. Callery, Philadelphia Co., Pitts- 
burgh; Paul D. Cravath, Cravath, Hen- 
derson & de Gernsdorff, New York; 
Harrison Nesbit, president, the Bank of 
Pittsburgh, N. A.; and H. P. Davis, vice- 
president, Westinghouse Electric & 
Mfg. Co. 
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Outlook Favorable in New England Market— 
Retail and Wholesale Sales Improving 


(Boston office of HARDWARB AGE) 

But little change is noted in general retail and whole- 
sale market conditions in New England. 
moving along smoothly in a volume that ranges from 
Seasonable merchandise 
has come into its own, with every indication that a ma- 
jority of the retail trade will clean up well on practically 
The credit situation is clearer than it was a 
month ago, but there are still a few spots that need 
brightening up. Sentiment everywhere is cheerful. 
tail stocks are well balanced but not burdensome. Retail 
buying remains conservative, but frequent, indicating 
have stopped complaining 
about the additional cost of doing business because of 
character of retail buying. Jobbers now profess gratifica- 
tion over this conservative buying, saying it has accom- 
plished much in clearing the general atmosphere and has 


normal to better than normal. 


all lines. 


quick turnovers. Jobbers 


APPLE PARERS.—Interest is awaken- 
ing in apple parers. Possibly the an- 
nouncement by the Government that 
New England is to have a large crop of 
apples accounts for the growing inter- 
est by retail dealers. 


We quote from Boston jobbers’ 
stocks: 

Apple Parers.—Little Star, 
doz. net; Rocking table, $12. 


AXES.—Those retail dealers not cov- 
ered on next fall and winter require- 
ments are beginning to send in their or- 
ders. So far this season jobbers have 
booked considerably more business than 
they did a year ago. 


We quote from Boston jobbers’ 
stocks: 

Axes.—Without handles, single bit, 
$14.50 per doz. net, double bit, $19.50; 
flint edge with handle, single bit, 
$18.75. Chip Slinger, unhandled, sin- 
gle bit, $15.10. Flint Edge, with han- 
dle, boys’ No. 2, $12.50, house, 2%- 
Ib., $12.25. Jimdandy, with handle, 
No. 2, $17, house, 2% Ib., $10.75. 


BITS.—All kinds and makes of tools 
required in the construction of houses, 
etc., are in good demand. Some jobbers 
feel the demand for bits of late has 
been unusually good. 


We quote from Boston jobbers’ 
stocks: 

Auger Bits.—Electric 10/16ths, $6.25 
per doz. net; 11/16ths, $6.60. Carpen- 
ters’, 8/16ths, $5.30; 9/16ths, $5.75; 
10/16ths, $6.25; 12/16ths, $7.10. Sets, 
32% quarters, in boxes, $7.40 the set, 
in canvas rolls, $7.50. 


BRUSHES.—Sales of house brushes 
hold up remarkably well. The average 
individual order placed by the retail 
dealer is not large, but there is a con- 
stant stream of business being booked 
by jobbers. Paint brush business is 


largely confined to filling in orders. 
We quote from Boston jobbers’ 
stocks: ; 
House Brushes.— Wall cleaning, 
$1.25 each net; dry dust mop, $1.50; 
vegetable, 17c.; bottle, crank handle, 
27c.; radiator, 47c.; refrigerator, 24c.; 
dust pan, 67c.; large bath, $2; me- 
dium, $1.57; shirt, $1.34; nail, 84c. 
Paint Brushes.—Wall, $5 to $60 per 
doz. net; varnish, $3.50 to $25; calci- 
mine, $10.50 to $90; whitewash, $3.50 
to $130. 


CATTLE LEADERS.—tThere is a small 


$9 per 





sound basis. 
Business is 


the future. 


weeks pass. 
Re- 


textile and shoe. 


are expanding. 


yet consistent demand for cattle lead- 
ers, bull rings, ox pins and the like from 
the so-called country retail trade. 


We quote from Boston jobbers’ 
stocks: 


Cattle Leaders.—Sargents, No. 51, 
$15.53 per 100; No. 52, $16.88. Bull 
rings, 23c. and 26c. each. Bull 


snaps, 77c. each. Ox pins, $2.65 per 
doz. pair. Ox muzzles, six guard, 
$5.10 per single doz. All prices net. 


CHOPPERS. — With the fruit and 
vegetable seasons considerably ahead 
of regular schedule, it is now only a 
matter of a short time before the 
pickling and preserving season will be 
in full swing. Food choppers should 
be in demand from now on. 


ae quote from Boston jobbers’ 
stocks: 

Food Choppers.—Universal line, No. 
0, $1.25 each net; No. 1, $1.52; No. 2, 
$1.86; No. 3, $2.37. Russwin line, No. 
1, $18.23 per doz. net; No. 2, $22.28; 
No. 3, $28.35. 

Parts.—Universal line, body, $1 to 
$2.25 each list; feed screws, 50c. to 
$1.30; cutters, 25c. to 30c. each; 
cranks (complete), 50c. to 60c.; clamp 
screws, 45c.; thumb nuts, 20c.; han- 
dle screws, 10c. Discount, 25 and 10 
per cent. 

Meat Choppers.—Universal line, No. 
323, $2 each net; No. 331, $3.38; No. 
$916 $3.72; No. 304, $5.91; No. 344, 


CLOTHES LINES.—With the reopen- 
ing of summer homes has come a 
slightly better demand for clothes lines. 
The demand is not really active, how- 
ever. 


We quote from Boston jobbers’ 
stocks: 

Clothes Lines.—Manila, $7.25 per 
carton of anks net. Cotton, 


twisted, $4 per doz. net. 


CORN CUTTERS.—There is a good 
stand of corn throughout New England. 
Haying is in progress in many locali- 
ties, and it will not be long before corn 
fodder will be cut. Possibly that fact 
explains the growing number of orders 
for corn cutters coming into this mar- 
ket. 

We quvte 

stocks: 
Corn Cutters.—Vermont, $3 a doz. 


net; Wallingford, spring steel, No. 
6, $5.35; Brooks, corrugated, $4. 


from Boston jobbers’ 


spending money with more freedom. 
are entering the vacation season, which usually marks 
the beginning of good business in certain lines. 





gone a long way in putting the retail business on a 


For the first time in several months, retail interest in 
futures shows a healthy increase, which is taken as an 
indication of growing confidence among retail dealers in 
Buying of futures has by no means assumed 
sizable proportions, but it is starting up again with all 
the earmarks that it will be in full swing before many 
Possibly one of the chief reasons for the 
awakening interest in futures is the slow yet gradual im- 
provement in the major New England industries, notably 


Growing numbers of people are being 


employed in these industries, and working hours per week 
Being better employed the public is 


In addition, we 


CULTIVATORS.—The movement of 
cultivators out of jobbers’ stocks has 
dropped to small proportions. Retail 
dealers all over New England are mak- 
ing a good cleanup, however. We hear 
of instances where retail stocks car- 
ried over from last season and as far 
back as two seasons ago are being sold 
out. 
hee quote from Boston jobbers’ 


stocks: 
Cultivators. — Three-prong, $6.75 


per doz. net; five-prong, $9.60. 

DOG COLLARS.—This is the season of 
the year when city and town authori- 
ties usually see to it that dogs are prop- 
erly collared, licensed and, if necessary, 
muzzled. The retail hardware dealer 
should be able to turn over his dog 
collar stock with comparatively little 
effort. 


hee. quote from Boston jobbers’ 


stocks: 
Dog Collars.—Russet and _ . black 
name plate, 4 brass studded, $1.30 


per doz. net; lock tongues, buckle, 
Padlocks, $1.20 to $2.25 per 
. Leads, $1.60 to $5 per doz. 
Muzzles, $2.25 to $3 per doz. 


DOOR SPRINGS.—A somewhat better 
call for door spripgs is reported by the 
wholesale hardware trade, notwith- 
standing a goodly percentage of the 
retail trade bought earlier in the sea- 
son. 


FREEZERS.—Recent record-breaking 
hot weather helped the sales of ice 
cream freezers wonderfully well. Job- 
bers as a rule report sales to date in 
considerably larger volume than was 
the case last season. 


We quote from Boston jobbers’ 


stocks: 
Freezers.—White Mountain, yy 
$4.85 list; 2-qt., $5.65; 3-qt., $6.75; 


4-qt., $8.25; 6-qt., $10.45; 8-qt., $13.50; 
10-qt., $18; 12-qt., $21.50; 15-qt., $25; 
20-at., $33.20; 25-qt., $42.60. 

Arctic, 1-qt., $4 list; 2-qt., $4.60; 
3-qt., $5.55; 4-qt., $6.80; 6-qt., $8.66; 
8-qt., 10; ‘ ; 12-qt., 
$16.65; 15-qt., $23.30; 20-qt., $30. 

Jobbers’ discount, 50 per cent from 
store or factory. 

Alaska, 1-qt., $2.95 list; 2-qt., $3.45; 

6-qt., $6.30; 


3-qt., $4.10; 4-qt., $5; 
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8-qt., $8.20; 10-qt., $10.75; 12-qt., $14; 
15-qt., $17. Discount, 20 and 10 per 
cent. Alaska special, 2-qt. only, $2.25 


less one-third off 


Auto Vacuum, 1-qt., $5 list: 2-qt., 
$6; 3-qt., $8; 4-qt., $10. Discount 
33% per cent. 


KEGS.—With a bumper apple crop 
practically assured, it is not to be won- 
dered that the movement of kegs out 
of jobbing and retail stocks is on the 
increase. 


We quote from Boston jobbers’ 
stocks: 

Cider Kegs.—Oak, red, 5-gal., $1.50 
each net; 10-gal., .85; 15- -gal., 
$2.10; 20-gal., $2.50: 25-gal., $2.75: 
30-gal., $3; 50-gal., 4 White, 5- 
gal., $1.60; 10-gal., $2; 15-gal., $2.50; 
20-gal., $2.60: 25-gal., $2.99; 30-gal., 


$3.20; 50-gal., $4.25 

MASONS’ TOOLS.—Retail dealers hav- 
ing disposed of masons’ tool supplies 
are reordering, but In a small way. 
Quite a few retail dealers have been 
making a special drive on this class of 
goods, having window displays, cir- 
culars delivered at homes and advertise- 
ments in local papers. In such in- 
stances there have been good sales of 
these and other tools as well. 

jobbers’ 


18-in., $24 
22-in., $30; 


We from Boston 
stocks: 

Masons’ Tools.—Lags, 
per doz. net; 20-in., $27; 
24-in., $33. Hawks, 13 x 13 x 3/32-in., 
$20 per doz.; di irbies, 3% x 42 X 
3/32 in., $22; flats, 5 x 12 in. , $12. 


= a 


MOTH BAGS.—Continued good reports 
are issued by jobbers regarding the sale 
of moth bags. 


quote 


We quote from Boston jobbers’ 
stocks: 
Moth Bags.—FPine tar, four suits, 
S4c. each net: “od overcoats, $1.04; 
for sinters. $1.17; for automobile 
coats, $1.34. 
NAILS:—The market for nails, espe- 
cially wire, appears firmer. Some of 
the mills are asking and _ securing 


slightly stiffer prices, and this fact nat- 
urally reflected in jobbing circles. 
Consumption of nails is quite heavy, 
making it necessary for the retail 
dealer to order often. 
We 
stocks: 
Nails.—Wire, from 
keg base; from mill, in car lots, $2.80 
per keg base; in less than car lots, 
$3.05. Cement coated, in count Kegs, 
from mill, in car lots, $2.40 per keg 
base f.o.b. Pittsburgh; in less than 
car lots, $2.65, from store, $4.60 per 
keg base. Cut ndils, from store, $4.25 
per keg base. Hardened steel floor, 
direct shipments, $8.10 per keg base. 
Western cut nails, direct shipments, 
in car lots, $3.60 per keg base f.o.b. 
Pittsburgh: in less than car lots, 


IS 


quote from Boston jobbers’ 


store, $3.80 per 


$3.75. Tremont cut nails, direct ship- 
ments, $3.95 per keg base, __ f.o.b. 
Wareham, Mass.; hardened _ steel 
floor nails, direct shipments, $7.60 
f.o.b. Wareham. Cement coated nails, 
from store, boxed, $4.60 base. Fac- 
tory shipments, in count kegs, car 
lots $2.50 base: in less than car lots, 
$2.30, f.o.b. Pittsburgh. 
PATCHING PLASTER.—The market 


for patching plaster is again evincing 
considerable life. 
of frequent high winds, the kind that 
rock the house. 


It has been a season | 


Many walls have been | 











| 
| 
| 


cracked and need filling in, which ex- | 


plains the present consumption of 
patching plaster. 
We quote from’ Boston jobbers’ 
stocks: 


3, $1.80 per 


Patching Plaster.—No. 
10, $4.20. 


doz. net: No. 6, $3; No. 


PISTOLS.—Jobbers are rounding up 
belated orders for July 4 cap pistols, it 
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being about the last call on such mer- 
chandise. Retailers have bought quite 
liberally this year. 


We from 
stocks: 


jobbers’ 


Pistols.—Cap, without caps, $1.50 
per doz. net. Caps, $4.50 per gross 
packages. Orders for pistols must 
include paper mammoth caps in the 


ratio of 5 for one. 


PORCH GATES.—With the better call 
for fencing, flower bed guard, etc., has 
come a freer movement of porch gates. 


quote boston 


We quote from Boston jobbers’ 
stocks: 

Porch Gates.—Wooden, slatted, No. 
3, $12 per doz. $14; No. 5, 


net; No. 4, 
$16: No. 6, $18. 


POSTS.—There is, perhaps, a_ better 
call for posts than has been noted be- 
fore in some time. Most of the big 
buyers, however, covered their require- 
ments early in the spring or before. 


We quote from Boston jobbers’ 
stocks: 

Posts.—L ine, steel, galvanized, 6'- 
ft., 63c. each net; 7-ft., 69c.; 71 »-ft., 
73c. 

End.— Steel, galvanized, 7%-ft., 


$3.94 each, net. 
Corner.—Steel, 
$5.70 each, net. 


POTATO DIGGE 
sion in potato diggers business is re- 
ported by jobbers. Retail stocks are 
believed to be small. 


We 
stocks: 
Potato Diggers.—Five oval 
goose neck, $11.55 per doz. net; 
head, $11.70; six oval prong 
neck, $12.50; bent head, $12.65. 


ROPE.—Rope is selling better in a re- 
tail way, and this fact is reflected in 
the jobbing market. The demand for 
twine is very good, but because of 
costs, individual retail orders usually 
are small. 


We from 
stocks: 

Rope.—Manila, 28c. per 
sisal rope, 20%c.; hay rope, 
ton rope, 46c. 

Lathe Yarn. — Sisal. 
D200 21c. per Ib. 
Twine.—Hemp in 

40c. a Ib.; No. 18, 35e. 

No. 36, 32c.;: No. 48, "Ble. In 

4 -Ib. balls No. 18, 37c. a lb.: No. 24, 
26e. On reels, No. 18, 36c. a Ib. Coty 
ton marsac, three-ply, in 5-lb. sacks, 
No. 1, 62c. a Ib.: masma, No. 59e.: 
jute, in %-lb. balls, 27c. cable laid, 
No. 36, 75c.: Wool twine, four-ply, 1n 
1-lb. balls. 1l7c. a Ib.: marlin, two- 
ply, in 1-lb. lots, 24c. a Ib.: in 50-Ib. 
rolls, 27¢.: three-ply, in 1-lb. balls, 
23c. a lb.: in 2-lb. balls, 20c. 


RUBBISH BURNERS.—tThere appears 
a continual market for rubbish burners. 
Jobbers’ weekly sales seem to hold on 
about an even keel month in and month 
out. 
We 


stocks: 


galvanized, 7'.-ft., 





quote from Boston jobbers’ 
prong; 
bent 


goose 


quote Boston jobbers’ 
lb., base; 
21¢e.: cote 
C130, 20c.; 
No. 
24, 


balls, 
No. 


Ya-ib. 
12 
33C 
1 


») 


quote from Soston jobbers’ 


Rubbish Burners. — Cyclone, No. 2, 
$2 each net. 
SILVERWARE.—Silverware has sold 


well this month, it being the month of 
brides. July usually is a good month 
for silverware as well. 


We from ‘Boston 
stocks: 

Silverware. — Community 
plate spoons, tea, $2 per doz.; des- 
sert, $3.74: table, $4: soup. $4: forks, 
dinner, $4: dessert, $3.75: knives 
dinner, embossed handle, $4. 50: des- 
sert, $4.38; dinner, plated, $11.40: 
stainless, . dessert hollow 
handle, stainless, $12; fruit, 
$4.44. Discount for cash, 2 


2 per cent. 
STOVES.—Further sales of stoves are 
reported, but it is generally said that 


quote jobbers’ 


Tudor 
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business is slightly less active than a 
month ago. 
Prices to Retailers, f.o.b. Boston 
These are list prices. Dealers’ dis- 
counts are noted after each group. 


Oil Cook Stoves 


NESCO— 
> a - . . «ccacens cocceel ae 
No. 212 - i oN os 17.35 
POO. Bee BS WEPMOTR. cciccccccccsel 22.00 
DEO. BEE 4 DUPMSTB. oc cccccccsccsss 28.00 
Des. SE Rs oc cebsccececess 39.50 
No. 1102 high shelf only........ 5.25 
No. 1103 high shelf only........ 6.50 
No. 1104 high shelf only........ S.00 
No. 1105 high shelf only........ 9.75 

Nesco dealer’s discount, 30 and 5 

per cent. 

PERFECTION— 
a: 2 D0 ere $17.50 
See. Bae aF IIS. occcecceccesweus Se 
Dees oe @-., nc ce tccesvocess Ge 
OE EO EE 39.50 


30 and 
on 


Perfection dealer’s discount, 
9 per cent on lots of 10 or more; 
less than 10, 30 per cent. 


PURITAN (Improved Model)— 


R&R en earn $17.50 
eg 2 I 22.50 
es ee . dk beanie eae oeem OX! 50 

Puritan discounts same as VDerfec- 
tion. 

Ovens 
NESCO— 

No. 05 1 burner solid door......$2.10 
No. 05 1 burner glass door..... 2.25 
No. 010 1 burner solid door...... 4.15 
No. 10 1 burner glass door...... 4.40 
No. 020 2 burners solid door..... 15 
No. 20 2 burners glass door.. ».40 
No. 030 2 burners solid door.... 5.40 
No. 30 2 burners glass door.... 5.70 


Dealers’ discount 30 and 5 per cent. 
| PERFECTION— 

No. 211 1 burner plain door..... $2.50 
No. 211G 1 burner glass door.... 2.7 
No. 121G 1 burner glass door.... 4.90 
No. 122G 2 burners glass door... 6.00 
Pe EE Scieeeteen sent ssdee wees 6.15 

Dealers’ discount, on 10 or more, 
30 and 5 per cent; less than 10, 30 
per cent. 
PURITAN— 
No. 42G 2 burners glass door... .$5.25 
Dealer’s discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cent. 
Water Heaters 
EET TUNE Te PTC TET EEO eo 
Penne FO Geis cenéownncod se 10.00 
POTTCCUIOR NO. GEl..ccccccvccess S0.00 


and 5 per cent: 
30 and 5 per cent 
less than 10, 


Nesco discount, 30 
Perfection discount, 
in lots of 10 or more: 
30 per cent. 

Wicks, Etc. 

Rockweave wicks, 25c. 

Perfection and Puritan, 
and $48 per gross. 

Discounts same as on 
stoves, ovens and heaters. 

WEATHER STRIP.—Jobbers have be- 
gun to take orders for weather strip to 
be delivered late next fall and winter. 


each. 
$4 per doz. 


oil cook 


Bookings to date have been quite flat- 


| tering. 

We quote from Boston jobbers’ 
stocks: 

Weather Strip.—In bundles. Bosley, 
felt, 65 per cent discount; Excelsior, 
felt edge, 65 per cent discount; Flexi- 
ble, felt, 20 per cent discount. 


WINDOW GLASS.—Additional orders 


for glass to be delivered later in the 
year are reported by jobbers. Sales to 
date, they say, are ahead of those to 
the corresponding date last year. 


We 
stocks: 

Window Glass.—Third quality, sin- 
gle B, 25 bracket, 89 per cent dis- 
count; 34 to 40 bracket, 88 per cent 
discount; larger, 87 per cent discount. 
All BB, 89 per cent discount. 


quote from Boston jobbers’ 
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Building Program Helps Northwest Sales— 
Collections Fall Short of Expectations 


(Minneapolis office of HARDWARE AGE) 
USINESS in general in the Northwest tributary to 
the Twin Cities has been only fair in the past week. 
Earlier in the spring it was thought that this year 
would show large totals in all lines, but the anticipated 
amount of business has not developed entirely according 
Reports indicate that the amount of 
wheat this year will be far below the average, and while 
wheat is really only one of many crops, it is usually used 
On the other hand, dairying 


to expectations. 


as a basis of comparison. 


AXES.——Sales are fair, with ample 


stocks on hand. Prices have not 
changed. 
We quote from jobleérs’ stocks, 
f.o.b. Twin Cities: Single bit base 


weight axes at $14.50, and double bit 
base weight axes at $19.50 per dozen, 
net. 
BOLTS.—Demand is normal for this 
season of the year, with stocks well 


filled. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Large and small 
carriage bolts at 50 per cent; large 


and small machine bolts at 50-10 per 
cent; stove bolts at 75 per cent and 
lag screws at 60 per cent from stand- 
ard lists. 
BRADS.—Sales are showing a fair in- 
crease, due to the demand from the 


building trade. Frices are steady and 


unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wire- brads ,in 
25-lb. boxes at 70-10 per cent from 


list. 

BUILDER’S HARDWARE.—Demand 
for this class of hardware is fairly 
good, with the heaviest call coming 
from those who are building residences. 
The smaller and medium sized homes 
are receiving the most attention in the 
larger cities. In the country, farmers 
are doing a fairly good amount of re- 
pair and new building work. Dealers 
find that the medium priced hardware 
is selling the best. 


CHURNS.—Sales of churns are normal, 
with a slight increase over the volume 
of last year. Stocks are well filled, and 
prices unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Barrel type 
churns at 30-10 per cent from lists. 

EAVES TROUGH, CONDUCTOR PIPE 
AND ELBOWS.—NSales show some in- 
crease in the past few weeks, due to 
the activities in the building field. Re- 
pair work is taking a fair share of 
this material also. Stocks are well 
filled and prices are remaining steady 
as quoted. 


We 
f.o.b. 


jobbers’ stocks, 
Slip joint, single 
bead 29-ga. 5-in. eaves trough at 
$5.50 per 100 ft.; 29-ga. conductor 
pipe 3 in., $5.15 per 100 ft., and 3-in. 
conductor elbows at $1.73 per dozen, 
net. 


FIELD FENCE.—Sales show a slight 
increase at this time, which is just be- 
tween seeding and haying time. Prices 
have not changed. 

from jobbers’ 


quote from 
Twin Cities: 


stocks, 


We 


quote 





























and 


f.o.b. Twin Cities: 26-in. L type field 
fence at $22.68 per 100 rods, net. 


FILES.—Sales of files remain steady, | 


with no particular “high spots” in the 
demand. Stocks are in good condition 
and prices unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade files 
at 50 per cent, and second grade files 
at 60 per cent from list. 

IF REEZERS.—The warmer weather has 
brought an added demand for ice cream 
freezers, which is very gratifying to 
dealers and jobbers. Stocks were heavy 
in anticipation of this demand, and are 


holding up well. Prices have _ not 
changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: White Mountain 


{-qt. freezers at $4.13 each, and 8-qt. 
at $6.75 each, net. 
GALVANIZED WARE.—Demand is 
steady and, for some articles, quite 
strong in the galvanized ware lines. 
Pails and tubs are selling well, and 
there is noted a call for heavy pails 
for contractors’ use. Stocks are well 
assorted, and prices steady. 
We quote from jobbers’ 
f.o.b. Twin Cities: Standard 
Zalvanized tubs at $7.25; 
$8.00; No. 3, $9.20; heavy 
1, $12.30; No. 2, $13.50; No. 3, 
standard 10-qt. pails, $2.65; 12-qt., 
$3.00; 14-qt., $3.35; stock pails, 16-qt., 
$5.00 and 18-qt., $5.50 per dozen, net. 


GLASS AND PUTTY.—Sales are fair, 


stocks, 
No. 

No. 2, 
tubs, No. 
$14.70: 


with ample stocks on hand. Prices 
have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Minn. prices, 
single strength glass, 83 per cent; 
double strength, 85 per cent; and 
strictly pure putty in 50-Ib. drums 
at $4.85 ewt., net. 


HAMMERS AND HATCHETS.—Sales 
are showing some slight improvement 
in the past few weeks. Stocks are well 
filled and prices unchanged. 

We quote jobbers’ stocks, 
f.o.b. Twin Maydoie, No. 
11% carpenter’s hammers at $12.60; 
Plumb No. HFS81, $10.50; Plumb No. 

2 broad hatchets, $14.45; No. 2 shing- 
ling, $11.20, and No. 2 claw, $12.50 
per dozen, net. 


from 
Cities: 


HOSE.—Recent heavy rains have cut | 
into the heavy sales of garden hose 


which have been experienced all the 
spring. Stocks are being replenished, 
and prices are steady and strong. 

We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Good Luck, % in. 
6-ply hose at 10%c.;: Bull Dog, %®% 
in., 7-ply, 3 i d- ply 


13c. ; he in., . 
9%4,¢c.; moulded black % in., 11%c. per 
foot, net. 








its accompanying activities has been progressing 
rapidly over the entire territory. 

Building is going forward very well, both in the larger 
centers and in the smaller cities and towns. 
blocks are fairly numerous, but the greater activity is in 
the building of homes. 

Collections are not as good as had been expected earlier 
in the year; again the better results show in the smaller 
centers and the rural districts. 


Business 


LAWN MOWERS.—Sales have been 
fairly satisfactory in this line during 
the past few weeks, with full stocks 
from which to draw. Prices show no 


changes. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Philadelphia, 


‘ 
eed me) 


styles A and 3 lawn mowers at 

per cent; style FE at 40-5 per cent, and 

stvle K at 35 per cent from lists. 
MILK CANS.—The demand for milk 
‘ans throughout the Northwest con- 
tinues to show an increase, due to the 
amount of dairying which is being done. 
This industry is steadily growing, and 
milk cans are selling well. Prices are 
holding steady as quoted. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Railroad 5-gal. 
milk cans at $2.60; 8-gal. at $3.10 and 
10-gal at $3.20 each, net. 

NAILS.—Nails are selling at a fair 
rate, with the amount of building which 
is being done. Stocks are well filled, 
and prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails at $3.25 kee, base, and cement 
coated wire nails at $2.65 per keg, 


base. 

OIL STOVES, OVENS AND WATER 
HEATERS.—Sales in these lines are 
very good. The exodus to the lakes 
and summer homes has increased the 
demand greatly, and stocks are moving 
outward rapidly. Prices are steady as 
last quoted. 


Oil Cook Stoves 
NESCO— . 
No. 211 1 burner 
No. 212 2 burners 
No. 213 3 burners 
l 
1 





2 oar, wae: 
Dea. mene & WUIOOR, cnc ccaces eden 
No. 215 5 burners 
No. 1102 high shelf 
1103 high shelf 
. 1104 high shelf 
1105 high shelf only 
Nesco dealer's discount, 30 
per cent. 


~bort to 


m= f 


Ss > ivex a 


PERFECTION— 
No. 72 2 burners 
fo. 73 3 burners 
. 74 4 burners 
Be ee ee I Shika okies oc acces 39.50 
Perfection dealer's discount, 30 ; 
>» per cent on lots of 10 or more; 


on 


less than 10, 30 per cent. 

PURITAN (Improved Model)— 
ae) 2 ee, 
ee ee ee nk ele 22.50 
Pee, G6 6 BOOT nc cceciccccecs 28.50 

Puritan discounts same as VPerfec- 
tion. 
Ovens 

NESCO— 

No. 05 1 burner solid door..... $2.10 
No. ® 1 burner glass door..... 2.25 
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No. 010 1 burner solid door...... 4.15 
No. 101 burner glass door..... 4.40 
No. 020 2 burners solid door..... 5.15 
No. 20 2 burners glass door..... 
No. 030 2 burners solid door. 5.40 
No. 30 2 burners glass door... 5.70 


Dealer’s discount 30 and 5 per ‘cent. 


PERFECTION— 


No. 211 1 burner plain door..... $2.50 
No. 211G 1 burner glass door... 2.70 
No. 121G 1 burner glass door... 4.90 
No. 122G 2 burners glass door... 6.00 
at De Gésenudseeaseehseoeees 6.15 


on 10 or more, 


Dealer’s discount, 
less than 10, 30 


30 and 5 per cent; 





per cent. 
PURITAN— 

No. 42G 2 burners glass door... .$5.25 

Dealer’s discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cent. 

Water Heaters 

I i ina ie eae ia a Sect $45.00 
Perfection No. 412 ....cccccccce 40.00 
Perfection No. 421 ......-ccccce 80.00 


30 and 5 per cent; 
30 and 5 per cent ; 
less than 10, 


Nesco discount, 
Perfection discount, 
in lots of 10 or more; 
30 per cent. 

Wicks, Etc. 

Rockweave wicks, 25c. 

Perfection and Puritan, 
and $48 per gross. 

Discounts same as on oil 
stoves, ovens and heaters. 


PAINTS AND WHITE LEAD.—Sales 
have been keeping up to a good vol- 
ume in these lines all over the North- 
west. Painting which has been de- 
ferred for a number of years has been 


each. 
$4 per doz. 


cook 


Silent Screen Door Check 


A door check constructed as a pro- 
tection against the slamming noise of 
the screen door as the careless rush in 
and out is being marketed by Chas, O. 
Larson, Sterling, IIl. 

It is said to be made extra heavy, 
to be nickel plated, and to have a pure 
red gum rubber ball which will give 
years of service. 

As the door swings the ball is thrown 
out simultaneously to be caught on the 
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jamb by the returning door which nat- 
urally bounds from the rubber ball, 
thus freeing it when it falls out of the 
way and permits the door to return 
quietly to place. 
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done, and new work is taking a fair 
proportion of materials. Stocks are in 
good condition and prices are steady. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: First grade house 
paints at $3.10 per gallon; second 
grade at $2.25 per gallon, and white 
— in 100-lb. kegs at $14.29 cwt., 
net. 
PAPER.—Building paper is selling at 
a fair rate, with the activities in the 
building trades as a stimulus. Stocks 
are well filled, and prices unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Red rosin build- 


ing paper in 20, 25 and 30-lb. rolls 
at $3.25 cwt., net. 
POULTRY NETTING.—tThere is a 
good demand for poultry netting in this 
territory, with stocks ample to care for 
the call. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Hexagon mesh 
= netting at 50 per cent from 
ists. 


PYREX OVENWARE.—Sales are good, 
with full stocks from’ which to draw. 
Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 197 casseroles 
at $1.17; No. 202 pie plates, 50c.; No. 
210 pie plates, 67c.; No. 212 bread 
pans, 60c.; No. 231 utility pans, 67c.; 
No. 12 tea pots, $1.67; No. 24, $2.00; 
No. 36, $2.33 each, net. 


ROPE.—The approach of the haying 
season is increasing the sale of certain 
sizes of rope in the retail stores. Stocks 





The construction makes this very 
positive in action when it is placed on 
the door in the proper position. 

They are packed in individual boxes 
complete with screws and twenty-five 
boxes in an attractive display carton. 


Trade Literature Received 


A. H. Grebe & Co., Inc., 70 Van 
Wyck Boulevard, Richmond Hill, N. Y., 
has recently issued an historical book- 
let which outlines and illustrates the 
company’s activities from 1909 to the 
present day. The book shows in picture 
form the various developments in Grebe 
radio receiving apparatus up to the 
present model, the Grebe Synchrophase. 
The booklet will be circulated to the 
trade shortly. 


Baker Stove Works, Belleville, IIl., 
has recently issued catalog supple- 
ment No. 39, which covers its complete 
line of gas, coal, and wood heating and 
cooking stoves, ranges and combina- 
tions. 
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are ready for this demand, and prices 
are steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade manila 
rope at 28%c. per lb. base, and best 
grade sisal rope, 19%c. lb. base. 

SCREWS.—Sales are good, with stocks 
well filled. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws, 80 per cent; rourd head 
blued, 75-5 per cent; flat head jap- 
anned, 70-5 per cent; flat head brass, 
70-10-5 per cent, and round head 
brass, 70-5 per cent from lists. 

SOLDER.—Sales are fairly good, with 
ample stocks on hand. Prices are 
slightly lower. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Strictly half and 
half solder at 37%c. per Ib., and war- 
ranted half and half solder at 38%éc. 
per Ib., net. 


STEEL SHEETS.—Demand is slightly 
better, with good stocks from which to 
draw. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized sheets 
at $5.85 cwt., base, and black sheets 
at $4.75 cwt., base. 


TIN PLATE.—Demand is better, with 
ample stocks on hand. Prices have not 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Furnace coke, 
ICL, 20 x 28 tin at $14.25 box, and 
IC, 20 x 28, 8-lb. coating roofing tin 
at $14.60 box, net. 


Marvel Equipment Co. 
Purchased by Guarantee 
Liquid Measure Co. 


The Guarantee Liquid Measure Co., 
Rochester, Pa., has purchased the out- 
standing capital stock of the Marvel 
Equipment Co., Cleveland, and has ef- 
fected its reorganization. The Marvel 
company will continue as a separate 
organization. W.S. Townsend is pres- 
ident of both companies. The other 
new officers of the Marvel company are: 
A.J. Townsend, vice-president and gen- 
eral manager; G. D. Wolf and J. G. 
Williams, vice-presidents, and I. T. 
Lewis, secretary and treasurer. Gor- 
don Johnson will continue as sales man- 
ager. The Guarantee Liquid Measure 
Co. is a large manufacturer of oil and 
visible gasoline pump equipment. The 
Marvel company manufactures oil and 
grease pump equipment. 





Genco Bread Knife and 
Spatula 
HE Geneva Cutlery Corporation 


of Geneva, N. Y., is manufactur- 
ing a new item, the GENCO 


Crumbless Bread Knife. This is a com- 
said 


bination bread knife and spatula, 





to be made of razor blade steel and 
ground and polished on the same ma- 
chines as the well-known GENCO ra- 
zors. It carries a solid beech handle, 
with blade 7% inches long, rounded 
at the end to serve for spatula pur- 
poses. The knife is sold in lithographed 
containers, holding two dozen knives 
in individual colored cartons. 
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First Half 1925 Good; 
Sales Ahead of 1924: 


Prices Are Very Firm 


With the first six months of 1925 gone, jobbers in the metro- 
politan area are unanimous in stating that this period has 
found business appreciably ahead for the same time last year. 
They consider this first half as satisfactory, particularly in 
view of the delayed spring rush which followed weather con- 


ditions. 


Activity is very lively in all spring lines, and wholesale 


stocks generally are depleted. 


will be carried over for next year in spring lines. 


It is likely that very little stock 


Retailers 


have found the last three months ahead of the first three 
months, and report a good consumer demand on lawn mowers, 


sprinklers, garden hose, etc. 


Prices are unusually firm in seasonable and staple lines. It 
is felt that depleted stocks is a big factor in keeping prices at 


present levels. 


Frequently at this time of the year there has 


been an easing off on spring lines. 
Collections are improving slowly and steadily. 





Brushes Selling Actively 
at Firm Prices 


Metropolitan jobbers report a good 
sale of personal and household brushes 
at firm prices. Stocks are apparently 
being maintained in good condition. 

Jobbers quote retailers f.o.b. New York 

a discount of 33 1/3 per cent on the 

following household and personal use 

brushes, which are quoted here at list 
prices. 


Nail brushes, 85c. each; split duster, 
$1.25; cloth brush and skirt brush, 
$1.60: dust mop, $1.90; bath brush, 
medium, $1.95; large, $2. 30; refriger- 
ator brush, 30c.; : percolator brush, 
15¢c.; ; vegetable brush, 25c.; dish mop, 
35c.; pan greaser, 30¢. : dust pan and 
brush, $1; radiator brush, 55c.; bottle 
brush, 35¢. 


Normal Conditions Exist 
on Screws, Bolts, Nuts 


Very normal conditions exist in the 
New York market as far as screws, 
bolts and nuts are concerned. In the 
past two or three weeks there has been 
a rumor of a disturbing element in the 
bolt and nuts distribution of this city, 
but it seems safe to say that the legi- 
timate hardware jobbers and the bulk 
of the retail trade have maintained 
selling prices, consistent with current 
costs. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Screws 


Wood screws, iron bright, flat head, 
721%4-33%% per cent. 

Same, iron blued, round head, 70, 
25 and 5 per cent. 

Same, brass, flat head, 70, 25 and 
5 per cent. 

Same, brass, round and oval head, 
6714, 25 and 5 per cent. 

Galvanized, flat head, 57%, 5 and 5 


per c 
Nickel plated, round head, 60, 25 
and 5 per cent. 
Full packages are extra 5 per cent. 
. Escutcheon pins, 33% per cent off 
st. 
Bolts and Nuts 


Bolts. — Common ecarriage bolts, 
small sizes and large sizes, 30-10 per 
cent. 





Machine bolts, all sizes, 40 and 10 
per cent. 

Lag screws, 40 and 10 per cent. 

Stove bolts, 75-10 per cent; both 
flat and round head. 

Sink bolts, 75 to 75 and 10 per cent. 

Tire bolts, 45 to 50 per cent. 

Step bolts, 334% per cent. 

Machine bolt shields, 65 per cent. 
Prices vary in different sections of 
the city. 

Spring cotters, 30 per cent. 

Copper rivets and burrs, 25 per cent. 

Round head iron rivets, 55-5 per 
cent; tinners’ rivets, black and tin, 
60 per cent. 

Machine screws, round head and 
flat head, iron 70-10-10 per cent and 
brass, 70 per cent. 


Linseed Oil Drops 
in New York Market 


Linseed oil prices on June 18 dropped 
approximately 4 cents. At press time 
the local price on less than 5 bbl. is 
$1.10; in lots of 5 bbl. or more, $1.07; 
with Calcutta linseed oil in bbl., $1.21. 
Boiled oil is 2c. extra; double boiled 
oil, 3c. extra, and oil in half bbl., 5c. 
per gal. additional. 


Fence Stocks Are Light 
Sales Continue Actively 


Metropolitan wholesale stocks on 
fencing are light The demand this 
year has been better than in two or 
three previous seasons. Many retailers 
report that this item has been a very 
active one in the past three or four 
weeks. Prices are unchanged. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Lawn fence, single, 165 ft. to a 
roll, 36 in. high, $13.80 per roll; 42-in. 
high, $15.50 per roll, and 48 in. high, 
$17.25 per roll. 

Lawn fence, double, 165 ft. to a 
roll, 36 in. high, $19 per roll; 42 in. 
high, $20.90 per roll, and 48 in. high 
$24.15 per roll, 

Flower bed guards, 165 ft. rolls, 
16 in. high, $5.95 per roll; and 22 In. 
high, $11.32 per roll. 

Ornamental gates, 3 ft. wide, 36 in. 
high, $3 each, and 42 in. high, $3.15 
eacn, 
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Heavy Freezer Sales Continue 
Stocks Are Getting Low 


While the weather has been some- 
what changeable during the past week, 
we have had essentially warm weather 
in the metropolitan area. This has 
stimulated a continuation of a heavy 
demand for ice cream freezers, with the 
result that wholesale stocks are getting 
low. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS: 


— ray Goose freezer, 1 qt., $2.45; 2 
$2.81; 3 qt., $3.35; Pe” a $4.10 and 
6 _ $5.22. 

Alaska and Peerless freezers each 
— a discount of 20-10 per cent off 
ist. 

Peerless ice chippers, Cyclone ice 
chippers, Toy Town ice crusher and 
freezer floor clamps take a discount 
of 33% per cent. 

Polar freezers take a discount of 
33% per cent. 

Power freezers take a discount of 
10 per cent. 


White Mountain freezers, 2-qt., 
$2.83 each; 3-qt., $3.38 each; 4-qat., 
$4.12 each; 6-qt., $5.23 each; 8-qt., 
$6.75 each; 10- -qt., $9 each; 12-at., 


$10.75 each, and 15- -qt., $12.80 eacn. 
Auto Vacuum freezers, 1 qt., $3.33 
each; 2 qt., $4 each; 3 qt., $5. 35 each, 
and 4 qt.; $6. 67 each. 
New Standard freezer, 1 qt. 
$1.15 each. 


size, 


Rubber Tubing Prices Strong 
Recent Advance Holding 


The recent advance of approximately 
10 per cent on white rubber tubing 
has apparently been maintained 
throughout this market, due to in- 
creased crude rubber prices, which has 
also affected the cost of automobile 
tires and other rubber goods, is ex- 
pected to be a factor in holding up the 
present prices on various rubber ma- 
terials. 


JOBBERS’ oe te oe TO RE.- 
TAILERS, F.O.B. NEW YORK: 


White rubber tubing, 50 ft. in a 
box, 3/16 in., $1.70 per box; %-in. 
size, $2.85 per box; %-in. size, $3.70 
per box. 


Fall Weatherstrip Prices 
Announced by Jobbers 


The metropolitan jobbers have an- 
nounced fall prices on some weather- 
strip lines. 

Jobbers’ quotations to 

f.o.b. New York: 

Wirf’s weatherstrip, packed 500 ft. 
in a roll, on a reel, price, per reel, 
maroon, $28, and white, $36. 


retailers, 


Wine Press Quotations 


Offered in N. Y. Market 


There has been some early interest 
shown on wine presses. Prices quoted 
here are representative of local offer- 
ings. 

JOBBERS’ QUOTATIONS TO RE. 

"ee F.O.B. NEW YORK 

Boss press, No. 1, $6.70; No. 2, 
$7.50; No. 214, $10; No. 3, $12.75, and 

No. 4, $16. 25 each. 

Boss presses, with oe tub, No. 

2, $8.60; No. 2%, $11.15; No. 3, $14, 

and No. 4, $17.30 to $18. 50 each. 


Crushers, wood, aluminum teeth, 
$6 each. Same, galvanized iron, 
$6.50 each. 
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Lawn Mower Stocks Depleted; 
Spring Goods Generally Active; 
Several Shortages Reported 


A heavy demand continues for all kinds of spring goods. 
Lawn mower stocks are depleted. Sprayers and sprinklers are 
dificult to obtain, and are much in demand. Dahlia poles are 
selling very well. Grass catchers and pruning shears are also 
very active. It is practically impossible to obtain garden hose 
in large quantities. Border and hedge shears have been very 
active, with the result that stocks are short. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 


Hose Reels 


All Metal, channel steel frame, 
cast iron wheels, 9 in. corrugated 
steel drum, enameled green = and 
black, $2 each. 

All Metal, steel rod, electrically 


welded together, japanned, galva- 
nized steel drum, diameter of wheels 
21% in., handle 20-in. long, 2.25 
each. 


All Metal, tubular frame, corru- 


gated galvanized steel drum, tubular 


steel wheels, enameled, 21 in., reel 
height, $3.85 each. Same, with height 
of reel, 24 in., $4.45. 


Dahlia Poles 


Dahlia he 2 ft., 3'%c. to 34c.; 
3 ft., Te. to Se. 
Sprinklers 
Ring type, $6.25 per doz.; Revolv- 
ing, with three arms, $13.80 per doz. 
Two Purpose, $1.33 each; Rainking, 
2.33 each; Giant tainking, $6.67 


each. 


Poultry Netting 
Poultry netting, New York stock, 
DO per cent off list; factory stock, 


50 and 7% per cent off list. 


Sprayers 


Galvanized, 4 gal, $4.88 each; 
brass, 4. gal $7.50 each: bucket 
pump type, $2.75 each. Tin, *% pint, 
23c. each. Tin, 1 qt., 3le. each; 
brass, 1 qt., $1.15 each; galvanized, 
1 qt., continuous, 8c. each. 


Border Shears 


Without wheel, $2.95 each: with 
wheel, $3.50 each. 

Lawn shears, with two wheels, 
$3.50 each. 


Hedge Shears 


Disston, plain, 8 in., $1.65 and 9% 
in., $1.78 per pair; 10 in., $1.90 per 
pair. 
Disston, notch, & in., .$1.78; 9 in., 
$1.90, and 10 in., $2.02 per pair. 
Wheelbarrows 

Canal barrows, steel wheel, $3.45 
each. 

Wheelbarrow, steel tray, wood 
frame, steel wheel, $5.60 each. 
Same, with steel frame, $7.35 each. 
Dutchess garden barrow, body 
width, 19%, x 15%, $5.60 each. 

Same, 21% x 19, $640 each. 

Same, 25 x 24%, $7.25 each. 


Grass Catchers 


Grass catchers, plain bottom, for 
mowers, 12 to 16 in., 55c. each. For 
16 to 20 in. mowers, 70c. each. 

With round back, made of heavy 
white canvas, with heavy galvanized 
perforated bottom, for 12 to 16 in. 
mowers, $1; for 16 to 20 in. mowers, 
$1.15. 


Watering Pots 


Watering pots, galvanized, with 
removable screw head on spot, 6-qt., 
64c. each; 8-qt., 77c. each; 10-qt., 
8S$c. each, and 12-qt., 99c. each. 


Scythes and Snaths 


Seythes, Diamond Grit, 28 to 30-in., 
and 30 to 40-in., $1.15 each. 

Big Chief, 28 to 32-in. and 30 to 
34-in., $1.45 each. 





English scythes, 30-in. and 32-in., 
$1.68 each. 

Kush scythes, $1.25 each. 

Seythe snaths for grass scythes, 
$1.23 each, for bush scythes, $1.42 
each. 


Lawn Mowers 


Three-blade, plain bearings, 8-in. 
wheel, 12 in., $4.85; 14 in., $5.15; 16 
in. $5. 50, and 18 in., $5.80 each. 

Same, with ball bearings, 12 in., 
$6.65; 14 in., $7: 16 in., $7.35, and 
1S in., $7.70 each. 

four-blade, 9-in., wheel, ball bear- 
ing, 12 in., $8.25; 14 in. . $8. 55; 16 in., 
$8.85, and 18 in., $9.25 eac 

Same, with 10% -in. ‘wheel. 14 in., 
$9.50: 16 in., $10; 18 in., $10.50; 20 in., 
$11.15. 

Five-blade, 10%-in. wheel, 16 in., 
$15.35; 18 in., $16, and 20 in., $16.75 
each. 


Lawn Rollers 


Dunham are type, No. 2, 
15.35 


$9; No. 4, $10.65; No. 7, $13.35; No. 
+, $13.35; No. 9, $17.35 each. 


Rubber Hose 


Rubber hose, ®% in., black rib, 
molded, in 25 ft. lengths, 10c. per ft.; 
same in 50-ft. lengths, 9%c. per ft.; 
same, better grade, red, in 25-ft. 
lengths, 12c. per ft.; and in 50-ft. 
lengths, ll%c. per ft. Electric black 
rib, in 25 ft. lengths, 16%c.; and in 
50-ft. lengths, 15%c. 


Hose Nozzles 


Rainbow, $5.50 per doz.; Stewart 
$1 each. 


Pruning Shears 


Prexto pruning shears, 9-in. blade, 
California pattern, black finish, volute 
spring, 68c. each. 

Same, polished, $1.95 each. Same 
with ratchet nut, polished, $1.23 


S. Smith No. 0 Spiral spring, 9 in., 
$4.70 doz.; No. 21 Flat spring, 9 in., 
$$ doz.: No. 30 Volute spring, 9% in., 
N. P., $14.70 per doz.; No. 130 Volute 
spring, ratchet nut, $9.70 per doz.; 
No. 140 Volute spring, om. HN. P.. 
ratchet nut, $16.35 - doz. ; No. 1770 
Volute spring, 6 in., N. P., "$12.70 per 
doz. 

Disston’s Extra Quality.—No. 150 
$24.75 per doz.; No. 250 Volnute spring, 
half pol, 8% in. $21.50 per doz.; No. 
152 Hinge spring, full pol., 8% in., 
$21.50 per doz.; No. 153 Leaf spring, 
full pol., 8 in., $24 doz.; No. 253 Leaf 
spring, half 'pol., 8 in., $20.75 per 
doz. 

Disston Pruning Shears.—No. 1, 
Heavy, 27% in., 2.25 pr.; No. 2, 
Med., 27% in., $2.17 pr.; No. 5, han- 
dies, 9 in., pol. blades, 3'4 in., $1.65 
pr. 

Standard Tree Pruners.—6 ft., 
$1.30; S8-ft., $1.40; 10-ft., $1.55; 12-ft., 
$1.70 each. 

Disston’s Extra Quality Tree 
Pruners.—6-ft., $2.80; 8-ft., $3.05; 10- 
ft., $3.35; 12-ft., $3.50 each. 

Little Giant Pruning Hooks and 
Saws, $2.15 each. 

Orchard Pruning Hooks and Saws, 
$2.10 each. 

Pruning Saws.—Disston’s 3 x 16, 
9c. each; 4 x 16, $1.19 each; 5 x 16, 
$1.25 eac h: 7 x 16, $1.43 each; 40 x 16, 
fia. each. 

Pruning knives, 62c. each. 
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J. T. Henry Manufacturing Co. 
Pruning Shears 


No. 0 spiral spring 9-in.$ 4.50 per doz. 
No. 1 Henry’s genuine 
flat brass springs. 
No. 4665, 9-in. Cali-— 
fornia pattern ...... 8.00 per doz. 
No. 466, 9-in., polished 12.00 per doz. 
“a aon ty in., ratchet 
No. "4770, é- in. ladies 
No. 471, heavy wide 
DE. Sn eddawewuen ooke 14.50 per doz 


8.25 per doz. 


9.10 per doz. 
12.00 per doz, 


Suburban Demand Fair 
on Oil Cook Stoves, Ete. 


In the suburban districts, particu- 
larly in bungalow colonies and other 
summer settlements, there has been a 





fair demand for oil cook stoves and 
_kindred oil-burning equipment. Prices 
-are’ unchanged and stocks are satis- 
factory. 


| 
| JOBBERS’ QUOTATIONS TO RE- 
| TAILERS, F.0O.B. NEW YORK: 


These are list prices. Dealers’ dis- 
counts are noted after each group. 





| NESCO— 
| No. 211 1 burner..............$ 9.50 
DEO. BES BS WUCMOTH...ccccccccvcs 17.35 
ee ee 22.50 
Fh cL lll, eee 28.00 
Pee Bee Be BPMs éccdccccescvecs 39.50 
No. 1102 high shelf only........ 5.25 
No. 1103 high shelf only........ 6.50 
No. 1104 high shelf only........ 8.00 
No. 1105 high shelf only........ 9.75 
Nesco dealer's discount, 30 and 5 
per cent. 
PERFECTION— 
3S ¢ 8 |. eee $17.50 
No. 7: 3 RR Per hd eae 22.50 
> Sh iss ak in ow be 28.50 
ee ee ee 39.50 
Perfection dealer's discount, 30 and 
5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 
PURITAN (Improved Model)— 
Pee, Ge Be PUUIOTE. oc cc ccceccccses $17.50 
Se, Gk Ge I, 5 oo wees 668408 22.50 
Sek ee ee BN, « wo 0 6s beutceres 28.50 
Puritan discounts same as Perfec- 
tion. 
| Ovens 
NESCO— 
No. 05 1 burner solid door......$2.10 
No. 5 1 burner glass door..... 2.25 
No. 010 1 burner solid door..... 4.15 
No. 101 burner glass door..... 4.40 
No. 020 2 burners solid door.... 5.15 
No. 20 2 burners glass door.... 5.40 
No. 030 2 burners solid door..... 5.40 
No. 30 2 burners glass door.... 5.70 
| Dealer’s discount 30 and 5 per cent. 
PERFECTION— 


No. 211 1 burner plain door...$2.50 
No. 211G 1 burner glass door... 2.70 


No. 121G 1 burner glass door... 4.90 
No. 122G 2 burners glass door.. 6.00 

POs BO Ses hn ecessdcescovtsveees 6.15 

Dealer’s discount, on 10 or more, 

30 and 5 per cent; less than 10, 30 

I" per cent. 

| PURITAN— 

No. 42G 2 burners glass door... .$5.25 


Dealer’s discount, 10 or more, 39 


and 5 per cent; less than 10, 30 per 


cent. 

Water Heaters 
eT ne yc a $45.00 
POPE OCUIOM TUO. Ghee kc cceccecvcece 40.00 
, ...  S . +e 80.00 


Nesco discount, 30 and 5 per cent; 
Perfection discount, 30 and 5 per 
cent in lots of 10 or more, less than 


10, 30 per cent. 
Wicks, Etc. 


Rockweave wicks, 25c. each. 

Perfection and Puritan, $4 per doz. 
and $48 per gross. 

Discounts same as on oil cook 
stoves, ovens and heaters. 
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LZ EERE Yi ecify 
= Golden Rod Bronze” 


Here Are the Reasons~ 





Electro-Galvanized wire screen 


]—Thousands of home-owners cloth, but recommend to our 
have ended screen expense customers “Golden Rod 
with “Golden Rod Bronze” Bronze.” 

Wire — ane ... apo 4,—The initial cost is a small per- 
sr Pea acts the lle Of te centage more than copper or 
a steel wire cloth, but it increases 
2—This quality hard bronze wire the service of the screens more 
is 90% copper and 10% alloy. than 100%. 
Laboratory tests show that the 5—Specify “Golden Rod.” Sat- 
tensile strength of “Golden isfied customers come again. 
Rod Bronze” is 35% greater wo 
h : We also manufacture ‘Apex 
than copper wire, and therefore ree a od a 
sical, dccietiliian sealed tims Electro-Galvanized, Vulean 
‘ por Pant ang 5 pine Black Painted and Crescent 
; Copper wire screen cloth to ful- 
3—We manufacture high grade fill the needs of jobbers and 
copper, Black Painted and dealers. 


Ask Your Jobber for Catalog and Prices or Write Us 


JOHN M. HART COMPANY 


Manager of Sales 


Old Colony Building, Chicago, Illinois 


HANOVER WIRE CLOTH CoO. 


Manufacturers, Hanover, Pa. 
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Improving Demand in Pittsburgh Territory— 


Weather Retards Sale of Staple Lines 


(Pittsburgh office of HARDWARE AGE) 

USINESS in the seasonal lines of hardware still is 
B of quite satisfactory volume in this district under 
the influence of warm weather, but trading still 
drags somewhat in the staple lines. There is a heavy de- 
mand for garden hose, sprinklers and other garden imple- 
Wire cloth and screen 
door and windows are holding up very well in sales. There 
is a very fair movement of haying tools and the call for re- 
frigerators is large enough to occasion favorable com- 
The call for electric fans is unabated and the lot 
of the hardware dealer would be very satisfactory if there 
was a somewhat better demand for staple lines, orders for 


ments, including even lawn mowers. 


ments. 


which are rather moderate. 


Wrench prices have been cut about 7% per cent since 
a week ago, the new price on both Walworth and Trimo 


AUTOMOBILE ACCESSORIES.—Job- 
bers in this territory are not doing 
nearly the business they usually have 
at this time of the year. The only ex- 
planation seems to be that buying 
power is not as great as in former 


years. 
Prices from jobbers’ stocks, f.o.b. 
Pittsburgh, follow: 
Spark Plugs.—A. C. plugs, lots of 


less than 10, 65c. each; lots of 10 to 


49, 58c.; lots of 50 to 99, 55c.; lots of 
100 to 200, 57c.; lots of 300 or more, 
47c.; A. C. plugs, No. 1075, for Ford 


cars, lots of less than 10, 49c.; lots 
of 10 to 49, 44c.; lots of 50 to 99, 
42c.; lots of 100 to 200, 39c.; lots of 
300 or more, 37c. 

Motor Meters.—Standard makes, 
lots of less than 10, 25 per cent off 
list; lots of 10 to 19, 30 per cent off 
list; lots of 20 or more, 37 per cent 
off list. 

Horns.—Spartons, single lots, 33% 
per cent off list; $60 list and over, 
40 per cent off list; $90 list and over 
40 and 5 off list. 

Windshield Cleaners.—tTrico, uni- 
versal automatic cleaners, $3.25 each. 

Jacks.—Millers Falls, No. 145, $3.75 
each, 

Pumps.—Anthony line, $2.20 each. 


AWNING HARDWARE.—Fairly good 
demand is still observed, although the 
season of good demand is approaching 
its end. Jobbers quote: 


$5 per 100; % in., 
$8; clamps, ly in., $6.50 per 100; % in., 
$8; hinges, . 50° per 100. 


BOLTS, NUTS AND RIVETS.—The 


Evens, % in., 


primary market for bolts and nuts is. 


very well maintained and jobbers, long 
accustomed to concessions, express 
much surprise that they are no longer 
able to obtain them. It does not look 
as though factory prices would be any 
higher and for that reason buying is 
on a strictly hand-to-mouth basis. Con- 
sumptive demand is moderate and that 
also is a factor in keeping down specu- 
lative purchases. The rivet market is 
weak, as there are more sellers than 
buyers. 
We quote out of jobbers’ stocks as 
follows: 
Machine bolts, small rolled threads, 
50 and 10 per cent off list; all sizes 
cut threads, 50 per cent off list; car- 
riage bolts, small rolled threads, 50 
per cent off list; all sizes cut threads, 


45 per cent off list; stove bolts, 75 
per cent off list; tire bolts, 40 and 





wrenches to the retailers now is 70 per cent off list as 
against the former quotations of 65 per cent. 
a very strong market in all rubber goods due to the 
strong situation in crude rubber. 
have quite generally withdrawn quotations and the ex- 
pectation is that the announcement of 1926 prices will 
not be made as early as usual. 
very short of garden hose and are having difficulty in 
supplying the demand. All bicycle tires and sundries are 
10 per cent higher in new lists just issued. The sheet 
steel market does not appear to have a bottom and still 
lower prices have been announced on galvanized sheets 
out of jobbers’ warehouses. 


There is 


Manufacturers of hose 


Some of the trade are 


Sheet copper prices are very 


firm, and with the primary market advancing it looks 


only fair. 


10 per cent off list; nuts, hot pressed 
blank or tapped, 3.25c. off list, c.p.c. 
and t. blank or tapped, 3.35c. off 
list; rivets, small wagon and tinner’s, 
60 per cent off list. 


ELECTRIC FANS.—Very lively de- 
mand still exists due to continued warm 
weather. 

Jobbers quote the Emerson line, 
No. 44, at $6 each, and No. 450 at 
$11.50. 

GARDEN HOSE.—Demand for this 
product is extremely active and some 
of the trade are finding difficulty in 
meeting the needs of their customers as 
fully and as promptly as they are 
wanted. Manufacturers have generally 
withdrawn prices and in the new lists 
sharp advances over old quotations are 
expected on account of the very strong 
crude rubber situation. 

Jobbers quote: % in., 8% to 9e. 
per ft.; % in., 9% to 10c.; % in., 
10% to lilc.; Gem Spray nozzles, 
$6.80 a doz. 

GARDEN IMPLEMENTS.—Very brisk 
demand rules for practically everything 
required in garden and lawn cultivation. 
There is a demand even for lawn mow- 
ers, although usually at this season of 
the year most of the requirements have 
been supplied. Lawn rollers no longer 


are very much sought. 


HAYING TOOLS.—Demand continues 
to expand as the haying season draws 
near. The crop promises rather small 
in this part of the country due to the 
shortage of rain. Jobbers quote: 


No. 5 carriers, $7.05 each; D. A. 
tracks, $0.174%4; double harpoon forks, 
$1.50; single harpoon forks, $1.50. 


MILL, MINE AND FACTORY SUP- 
PLIES.—Supply houses in this district 


‘are not finding business any too good, 


and many of them now are seeking re- 
tail business of hardware jobbers in an 
effort to find an outlet for goods. 
Wrench prices are lower, but there has 
been no change in other lines. 


Jobbers’ prices to retailers: 

Pipe Wrenches.—Walworth, 70 per 
- nt off list; Trimo, 70 per cent off 
ist. 

Fittings.—Cast iron screw, 36 per 
cent off piece list; flange, 47 per cent 
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like higher jobbing prices. 





Hardware collections are 


off list; malleable, lb., list plus 4 per 
cent; standard iron body gate valves, 
35 and per cent off piece list; 
standard brass globe valves, 30 per 
cent off list; standard brass gate 
valves, 45 per cent off list. 


Ropea—First grade long fiber 
manila, 28c. per Ib. 
Belting.—No. 1 leather, 45 per 


cent off list; No. 1 rubber, 50 per 
cent off list 


Twist Drills.—Carbon, 60 per cent 
-, list; high speed, 45 per cent off 
ms Files. —High grade, 50 per cent off 
is 

a —Wood screws, 72% and 5 
per cent off list; milled cap and set 
screws, 75 per cent off list. 

Picks and Mattocks.—Carbon picks 
and mattocks, 45 per cent off list. 

Hacksaw Blades.—Best grade, 50 
per cent off list. 


OIL STOVES AND OVENS.—There is 
a fair demand in these lines, but room 
for much improvement. 


Jobbers quote __i retailers, 
Pittsburgh, a discount of 30 and 
per cent of these prices: 

LIST PRICES 
cook stoves. 


f.o.b. 


5 


Nesco oil 
No. 2111 Burner 


NO. BLS B BOUEROTD cccccccccece 17.35 
a,’ Se oe - enceccse ces cs 22.00 
UO, BES & BOMGTD wccccccccces 28.00 
NO. Bib B BUPROTD cccccccovecs 39.50 
No. 1102 High Shelf Only...... 5.25 
No. 1103 High Shelf Only...... 6.50 
No. 1104 High Shelf Only...... 8.00 
No. 1105 High Shelf Only...... 9.75 
tockweave wicks, 25c. each. 
Nesco ovens. 
No. 05 1 Burner Solid Door....$2.10 
No 5 1 Burner Glass Door.... 2.25 
No. 010 1 Burner Solid Door.... 4.15 
Jo. 10 I Burner Glass Door.... 4.40 
No. 020 2 Burners Solid Door.... 5.15 
No. 20 9 Burners Glass Door... 5.40 
No. 030 2 Burners Solid Door.. . 5.40 
No. 30 2 Burners Glass Door... 5.70 
Security line. Net prices to re- 
tailers: 
No. 35 Giese DOOP cccccccccccs $2.35 
oe, we See. Be § ccwccoseseess 2.15 
Pee, Te Gee BOO oc ccccccecse 3.00 
INO. BBO GEER BOGE cccccccccose 3.60 
| ee ee ee csc ceeeeneos 2.85 
Pe, Eee Eee BPOGE cwccccsccees 3.50 
No. 40 Glass Door ............ 3.00 
Bee: Be Gees BOOP cccccscccees 3.60 
No. 45 Glass Door ............ 3.60 
ck, ee Ge BE ccccccdewens 4.20 
MO. GB GEOG BOOP cecccccvecees 4.00 
Dee, Bee. GED BOO cocccccccece 4.60 
BO. 2O GHEE BOGE cccccccccecs 4.00 
No. 126 GIBBS DOOP cccccccccccs 4.60 
a”? oe ee Ce cvsseeseeese 3.85 
a 2 ee, Pe 16. cc oeesées 1.75 
Seek, Me GS ED «cc wccecccées 1.60 
——, a on eee... coeeseeee 1.35 
ee oe: nn” SD . on «sen ewses 1.25 
Nesco water heaters, list price $45. 
cook stoves, No. 4. ‘ No. 


Kamp 3, $ 
4, $7 15: No. 7, $6; No. 10, $9.7 
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“*Quality leaves 
its imprint” 














**Slidetite’’ 
Garage Door Hardware 
Vanishing Door Hangers 
Barn Door Hardware 


*“Ideal’’ 
Elevator Door Hardware 


Partition Door Hardware 
Industrial and Milltype 
Door and Hardware 
OveR-Way 
Conveying Equipment 
Automatic Fire Doors 
and Fire Door Hardware 
AiR-Way Multifold 
Window Hardware 
Mounted Grindstones 
Door Closers and Checks 
Woodworking and Man- 
ual Training Benches 


Rapid Action 
Woodworking Vises 














Richards Wilcox Mfg. (0. 
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METTLE not METAL 


The Real Gold of a Trademark 
Symbolizes Quality and Service 


A Richards-Wilcox trademark fashioned of gold would, 
if appraised by a goldsmith, be worth only the market 
price of the metal. As a symbol of R-W service and 
quality an R-W trademark has a value to the user of 
R-W products not restricted to dollars and cents. 


For 45 years the Richards-Wilcox trademark has rep- 
resented the highest quality of workmanship, the finest 
materials, and the most economical and satisfactory 
method of handling doors. 


This trademark stands for the solution of every doorway 
problem—house, elevator, barn, industrial, fire and garage. 
Every door equipped with R-W hangers slides right. 
Joined to good products is good service—alert, practical, 
helpful. There’s an R-W branch near you—or write our 
Engineering Department for all the co-operation you need 
to make doorways serve as doorways will when properly 
equipped. This service—symbolized by the trademark 
—is without cost or obligation. 





AURORA, ILLINOIS, U.S.A. 


New York Boston Philadelphic Cleveland Cincinnati Indianapolis St.Louis New Orleans 


Minneapolis Kansas City Los Angeles SanFrancisco Omaha _ Seattle Detroit 


Montreal - RICHARDS-WILCOX CANADIAN CO.,LTD., LONDON,ONT. + Winnipeg 
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PAINTING MATERIAL.—Prices are 
unchanged. Business is just fair. 
Prices to retailers: 


Ready mixed paints, best grades, 
$3.10 per gal.; lower grades, $2.50 
white lead, 15%c. per Ib. in 100-Ib 
lots, 10 per cent less in lots of 500 
Ib. or more and an extra 5 per cent 
less in lots of a ton or more; tur- 
pentine, $1.13 per gal., in barrel lots; 
linseed oil, $1.19 per gal. in barrel 


lots. 
SHEET METAL.—There has been no 
change in local warehouse prices of 
sheet copper and zinc, but primary mar- 
kets are looking upward and it looks 
like higher prices to the small buyer 
before long. 


We quote sheet copper at 22%c. 
per Ib. from jobbers’ stocks and 
21%c. per Ib. on direct mill ship- 
ments; sheet zinc, 12c. per Ib. in 
loose sheets; lle. in 100 Ib. casks; 
lO%,c. in 300 Ib. casks and 10\c. in 
600 Ib. casks. 


SHEET STEEL.—Jobbers here are do- | 


ing a good business, but prices still 
are dropping in sympathy with mill 
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bases, which continue to sag under ac- 
tive competition of manufacturers for 
business. Mill bases now are from $8 
to $10 a ton below the levels at the be- 


ginning of the year. 

Prices out of Pittsburgh jobbers’ 
stocks: Galv. flat, No. 28 gage, $5.20 
base per 100 Ilb.; corrugated .No. 2s 
kage, 2%-in., $4.50 per square; one 
pass cold rolled black, No. 28 gage, 
$4.15 base per 100 Ib., all for lots of 


one to nine bundles. 


VACUUM BOTTLES AND JUGS.— 
This is the season for automobile tours 
and brings with it a brisk demand for 
touring accessories in which vacuum 
bottles and jars get full share. There 
is a particularly brisk demand for one 
gallon jugs which sell to the retailers 
at $3.75 net. 


WIRE PRODUCTS.—While demand 
holds up very strongly in wire cloth 
and for screen doors and hinges, there 
is not much demand for ordinary wire 
products such as nails, barbed wire and 


} 
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woven fence. Nail prices are weak and, 
with the mills now generally quoting 
$2.70 base per keg, Pittsburgh, the job- 
bing price has receded to $3.05 and 
even as low as $3, where supply house 
competition is encountered. 

We quote from Pittsburgh jobbers’ 





Important Trade Topics Discussed at S. Carolina Meeting 


(Continued from page 58) 


Dr. 
N. C. 


Fraser Hood, Davidson College, ; manufacturers who sold direct, in com- 


petition with their own customers. He 


At this meeting reports were heard | urged further simplification and pre- 


from President W. W. Watt and Secre- 
tary-Treasurer A. R. Craig of the Hard- 
ware Mutual Fire Insurance Co. 
Thursday morning the question box 
was conducted by Roy F. Soule, J. D. 
Lineberger and C. D. Guess. 


National President Gray Speaks 


Quoting from Russell Conwell’s 


} 


dicted flourishing business conditions 
for intelligent business men. 
T. W. McAllister, editor Southern 


Hardware and Implement Journal, gave 


——< 


story, “Acres of Diamonds,” George M. | 


Gray, Coshocton, Ohio, president, N. 


so easily available that they are often 
neglected. In part Mr. Gray con- 
tinued: 
years when the automobile was coming 
into its own, there was a call at the 
hands of the retail hardware craft for 
automobile accessories. This call was 
unheeded by many retailers and as a 
result a large volume of business, that 
rightfully belonged to the retail hard- 
ware trade, has gone to the garages, 
and many other profitable lines have 
gone to drug stores and dry goods 
stores. 

“As a passing suggestion, it may be 
observed that we who are in the retail 


adequate 
fixtures, are likely to secure the in- 


a talk on store and window arrange- 
ment, which was followed by a window 


dressing talk by M. C. Rowland, 
Beeseon Hardware Co., High Point, 
N. C. 

Summarization of the convention was 


handled by W. K. Holt, Burlington, 


R. H. A., told the members that there | N. ©. 


were many opportunities so close and | 
, to avoid long time credits and to grad- | 


Resolutions passed urged members 


ually work toward a cash basis; in- 


“Referring back a number of | 


stallment selling was mentioned as a 
possible means of becoming a menace 
in merchandising; paint simplification 
was approved and urged; approval was 


_also given to the pending Wadsworth- 
_ Williams bill, which permits certain re- 


_ visions 
Trade Commission. 


in the work of the Federal 
Approval was then 





_given to the ethical code offered by | 
the Chamber of Commerce of the | 


during the convention. 
organization will 


U.S. A. 


Various social features were available | 


meet at 


N.C, 
hardware business, who pay the most 
attention to remodeling our stores with | 


equipment and up to date | 


dorsement and patronage of the public, | 


especially the women and children. 

“T am thoroughly convinced that the 
arrangement of stores has been and can 
be made the means of increasing sales. 
Last week at the Indiana convention I 
was impressed with the optimistic 
views of scores of retail hardware men 
who had remodeled their stores and 
display tables.” 

In closing, Mr. Gray scored the 
wholesalers who sold at retail, and also 


| shown 





Display Cabinet Simplified 
Lock Selling 


With a view to injecting more enthu- 
siasm into cahinet and truck lock sell- 


Next year the | 
Raleigh, | 


ing, Yale & Towne Mfg. Co., Stam- | 


ford, Conn., is offering the display panel 
in the accompanying illustra- 


tion. 


| 


They claim that many jobbers and 
dealers regard cabinet and trunk locks 


with an air of mystery, that they don’t 


lac ; | : 
placed in them up to date fixtures and ‘understand the business and have a_ 


mistaken idea that it is a complicated 
field, with very little opportunity for 


| turnover and profit. 


“ready 
| Yale No. F104 


plete 


stocks: 
Fence Wire 
(per 100 Ib.) Annealed Galvanized 

Nos. 6 to 9 gage...... $3.00 $3.45 
No. Ledeesececeedeee: Ee 3.50 
DH + ceaves soe0enten MD 3.55 
Dt ssctendegescesen SD 3.65 
PT ME 4664900 60<660en90 cee 3.80 
i WE we0dceccesthbaas SD 4.00 
De codecs nenbechew 3.55 4.30 
i 2 #6%e6seendecesse. SREe 4.50 

Barbed Wire (per 80-rod spool): 
es, §=GUOEED  cceccccteeecwenses $3.20 
ee Ue . .stckucoeswesdeeees Wee 
OO rey Pee 
eae Ieee 3.68 
2-point cattle (special) ........ 2.39 

Woven wire fence (per 100 rods): 
DEE, 6444000 ecekhésieweesdeswed $39.36 
DE -evcge aeteewetee-siens< iru ed ae 
Dt ccetccceeeee'eedeeteeteeaee. Ge 
ON nen 48.85 
Bright nails base 

Ge ctcgeeensden ces $3.00 to $3.05 
Dealers, they claim, customarily 


stock but a few poorly assorted mis- 
cellaneous locks and take a chance that 
the customer will ask for one he can 
supply. The jobber must consider the 
element of time in these days of stren- 
uous competition, when his salesman 
must make quick sales and quick get- 
aways in order to cover his territory. It 





LVALE-|f 


ean — 
” 
- | 
" 








is, therefore, with the idea of making 
it easier to stock and sell that the new 
to wear” selling device—the 
“Sales Promoter” for 
cabinet and trunk locks— is offered. It 
is given with all orders for the com- 
assortment of locks and is 
equipped with a variety of locks, such 
as are most commonly called for in 
the average hardware store. Prices 
range upward from an amazing low 
one. 
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Disston No. 544 Try Square 


Blade of toughened Disst-n Steel 
has spring and li‘e; do s not bu kle; 
a'ways lics flat on the work. Iron stock 
is nickel-p ated. An accurate, reliable, 
tool that wil! give long serv:ce. 





The Name on this lee | 
Tool Means Merit Qaall 


When Henry Disston sold his first saws eighty- 
five years ago, the name on them meant little. 


Those saws had to stand squarely on merit— 
on the quality of the steel, the temper, the grind- 
ing, setting, filing and balance. 


Only after tests had proved their superiority 
did users accept the Disston Saw. Since then the 
Bi be MOR Disston name has guided them to the kind of a 
—_ saw they wanted. 


a ee a em a er 


Disston Tools, too, are made to sell on merit. 
You can take any Disston tool today and sell! it 
on quality alone. 





Adjustable Plumbs and Levels 


Only in Disston Levels can you get this 
simple, reliable adjusting feature. To true 
level, just remove the guard plate and turn 
screw. Second screw locks the adjustment. 


Because a Disston tool must bea quality-tool 
to bear the Disston name. 





Both screws work in wood. No rusting—al- : But tool users accept the Disston name on a 
ways saey totum. INo springs to get out of tool as on a saw. They have tested them—know 
true. ° 

Disston No. 16 Plumb and Level is a popu- their worth. 


lar mode! with carpenters. 


To them, to say *‘Disston’’ is just an easy way 
to say ‘‘I want Disston steel, Disston workman- 
ship, Disston finish. Disston time-and-labor- 
saving inventions in my tools.”’ 


And to you, the Disston name means quick 
sales, easy sales, good profits and quick turnover 
when you stock the Disston line. 


Henry Disston & Sons, Inc. 


+ J 


Makers of “The Saw Most Carpenters Use’ 


Philadelphia, U. S. A. 
the thumb-screw. Blade will 


not slip. Knocks or jars do “The Saw Most 


not distu-b adjustment. Carpenters Use”’ SAWS TOOLS FI LES KN IVES STEEL 





Disston No. 3 Bevel 


Blade of toughened Disston- 
made Steel. Iron stock is 
nickel-plated. Disston inven- 
tion locks the blade at any 
angle by a quarter turn of 
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Seasonal and Staple Lines Active in Cleveland 
—Retailers Report Satisfactory Business 


(Cleveland office of HARDWARE AGE) 


although sales are not keeping up to recent volume, 


J stenouet continue to do a fair volume of business, 


which indicates the approach of the summer lull. 
Seasonal merchandise that is now going into consumer’s 
hands is moving quite well although the bulk of the ac- 


tivity is in staple lines. 


moving slowly as most of the early buying is over. 


Seasonal merchandise for fall is 


Busi- 


ness with retailers continues very satisfactory. 


Prices are steady with few changes. 


The most impor- 


tant change is the decline on the jobbers’ price on nails 
and wire following a reduction by manufacturers. 

That there is a good market for some new lines offered 
at attractive prices is shown by heavy sales by jobbers 
of two new articles, one an insulated screw driver and 
the other a hand drill, both placed on the market at 
prices considerably lower than have been prevailing for 


similar products. 


AUTOMOBILE TIRES AND ACCES- 
SORIES.—tTires are moving in good 
volume and with the approach of the 
touring season accessories have become 
more active. 


We quote from 
f.o.b. Cleveland: 
145 jacks, $4.75; 


jobbers’ stocks, 
Millers Falls, No. 
Reliable jacks, No. 
1, $2.33; No. 2, $3.33, in lots of 12; 
Derf, spark plugs, 96c. each for all 
sizes in lots of less than 50; Cham- 
pion X spark plugs, 45c. each for 
less than 100 and 4ic. each for over 
100; Champion regular, 53c. each for 
less than 100, all sizes; 50c. each for 
over 100; Reliable jacks, No. 00, $1; 
No. 1, $1.25; Nos. 2 and 3, $1.75. 


AXES.—The demand is about normal 
for this season of the year. 
Jobbers quote f.o.b. Cleveland: 


First grade single bitted rustless 
black finished, handled, $20.20 per 
doz.; unhandled, $15.20 per doz.; 
bronze finished, handled, $19 per 
doz.; unhandled, $14 per doz.; double 
bitted, $5 per doz. additional for all 
types; 60c. increase for dozen lots 


weighing 42 to 48 lb. and similar ad- 
vance for each 6 Ib. additional 
weight increase. 


BATTERIES.—The demand for bat- 
teries has improved, owing to the fact 
that there is considerable call at present 
for both storage and dry cell batteries 
for motor boats. Prices are unchanged. 


Jobbers quote f.o.b. Cleveland: 
No. 766 B batteries, $1.30 each for 
oy packages and $1.40 for small 
ots. 

No. 6 ignition 
teries, 29c. each 


BINDER TWINE.—The demand has 
quieted down and the season’s buying 
appears to be pretty much over. Sales 
have been lighter than last year owing 
to the poor prospects for a wheat crop. 


Jobbers quote f.o.b. Cleveland: 

First quality binder twine, $6.98% 
per 50 Ib. bale; second quality, 
36.61% per bale. The mill price 
f.o.b. Xenia, Ohio, is the same as the 
Cleveland jobbers’ price. For ship- 
ments outside of Ohio jobbers quote 
first quality twine at $6.87% Auburn, 
N. Y., and Chicago. 


BOLTS AND NUTS.—Manufacturers 
have made a reduction of about 10 per 
cent on stove bolts. Other prices are 
unchanged. The demand is satisfac- 
tory. 


type dry cell bat- 
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Jobbers quote f.o.b. Cleveland: 

Large machine bolts, cut threads, 
50 and 10 per cent off list; small 
rolled threads, 60 and 5 per cent off 
list; carriage bolts, large and small 
cut threads, 45 and 5 per cent off 
list; stove bolts, 75 and 10 per cent 
off ‘list; hot pressed nuts, $3.90 off 
list; small rivets, 65 and 5 per cent 
off list. 


COLD FINISHED STEEL.—A price re- 
duction of $4 a ton has been made on 
cold finished steel bars. 


Cleveland jobbers quote cold fin- 
ished bars at 3.80c. for hexagons and 
4.30c. for square bars and shapes. 


COOKERS.—The demand for cookers 
continues very good. Prices are un- 
changed. 


Cleveland jobbers quote cookers a 
follows: Conservo, standard size, $8 
net. National preserving cooker, 12 
qt., $18; 17 qt., $20.50. 


FANS.—The demand for eelctric 
continues heavy. 
Cleveland jobbers quote Robbins- 


fans 


Myers, 10 in. fans, $21; 12 in. fans 
$30; 16 in. fans, $35; subject to a 
dealer’s discount of per gent. 


FURNACE PIPE AND ELBOWS.— 
The demand is slow, as fall business has 
been mostly placed. 


Cleveland jobbers quote furnace 
pipe and elbows at 40 per cent off 
list. 

GARDEN HOSE.—Sales have _ con- 


tinued fairly heavy, probably being 
stimulated somewhat by the expectation 
of higher prices. Jobbers’ and dealers’ 
stocks are about cleaned out. The de- 
mand is almost wholly for the % in. 
size. 


HANDLES.—tThese are not as active 
as they have been recently. Prices are 





unchanged. 
Jobbers quote f.o.b. Cleveland: 
. 1 hickory, $4.25 
per doz.; No. 2, $2.90 per doz.; finest 


selected white hickory, $6 per "nna 
special white second growth hickory, 
$5 per doz. 
atchet and Hammer Handles.— 
No. 7, 90c. per doz.; finest growth 
ae $1.50. 
Fork Handles. a ee aad 
a ed and bored, XX 4% , $3.75 
per doz.; 5 ft., $4. 50 per ey bent, 
4% ft., $4.15 per doz.; 5 ft., $5. 10 per 
doz.; x, bent, 4% ft., $2.90 per doz.; 
5 ft., $3.20 per doz. 





Manure Fork Handles.—Bent XX, 
4 ft., $3.90 per doz., 4% ft., $4.25 per 
oz.; X, bent, 4 ft., $2.80 per doz.; 
4% ft., $2.90 per doz. 

Garden Hoe ag wg —XX, 4% ft., 
— .380 per doz.; No. 1, 4% ft., $1. 50 per 


Garden Rake Handies.—XX, 6 ft., 
$6.25 per doz.; No. 1, $2.65 per doz. 


Shovel Handles. —Regular pattern 
XX, 4% ft., $5.90 per doz.; X, 4% 
$3.75 per doz. ; D handle, $5.60 per 
OZ. 
Spade Handles.—X grade, $5.40 
per doz. 
HAND DRILLS.—Jobbers report a 


good demand for hand drills. 


NAILS AND WIRE.—Following the 
weakness in the market the American 
Steel & Wire Co., June 17, made a re- 
duction of $2 a keg on nails and $1 per 
100 lb. on wire. Jobbers followed im- 
mediately with a corresponding reduc- 
tion. The demand is moderate on nails, 
wire and barbed wire. 


Jobbers quote nails at $2.75 per 
keg for car lots and mill shipment 
= $2.90 per keg for less than car 


lo 

Jobers 
stock 

Nails. —Less than car lots, $3 per 
keg; No. 9 galvanized wire, $3.45 per 
100 1lb.; No. 9 annealed wire, $3.45 
per 100 lb.; cement coated nails, $2.40 
per 100 Ib.; polished fence staples, 
$3.70 per 100 lb.; galvanized fence 
staples, $3.95 per 100 lb.; miscel- 
laneous nails and arate brads, 70 and 
10 per cent off lis 

Barbed Wire _"80- rod spools, Ly- 
man 4 point cattle wire, $3.25; same, 
hog wire, as 50; American special hog 
wire, $2.50 


OIL STOVES AND OVENS.—tThe de- 
mand for oil stoves continues very 
good and ovens are pulling fairly good. 
Prices are unchanged. 


Jobbers quote f.o.b. Cleveland the 
following prices subject to a discount 
of 30 and 5 per cent: 

LIST PRICES 

Nesco . es Stoves.—No. 211, 1 
burner, $9.5 No. 212, 2 burners, 
$17.35; No. 213, 3 burners, $22; No. 
214, 4 burners, $28: No. 215, 5 burn- 
ers, $39.50; No. 11 02 high shelf only, 
$5.25; No. 1103, high shelf only, $6.50; 
No. 1104, high shelf only, $8; No. 
1105, high shelf only, $9.75. 

Rockweave wicks, 25c. each. 

Nesco Ovens.—No. , 1 burner, 
solid door, $2.10; No. 5, 1 burner, 
glass door, $7 .25; No. 010, 1 burner, 
solid door, 4.15: No. 10, 
glass door, $4.40; No. 020, 2 
solid door, $5.15; No. 200, 2 burners, 
glass door, $5. 40: No. 030, 2 burners, 
solid door, $5.40; No. 30, 2 burners, 
glass door, $5.70. 

Nesco water heaters, list price $45. 

Harvard oil cook stove, 2 burners, 
regular, $11.50; 3 burner, $14.75; 4 
burner, $18.75. 

Harvard Grand, 3 burner, $17.50; 
4 burner, $21.50. 

Cabinet shelves for both types, 2 
burner, $3.60; 3 ° burner, $4.25; 
ee, $5.15. Harvard oil ranges, 


Perfection, 3 burner, blue chimney, 
$22.50; burner double wall, blue 
chimney, $27; 3 burner, Superfex, 
$45; 4 burner, blue chimney, $28.50; 
4e burner, double wall, blue chimney, 
$33.50; 4 burner, Superfex, $58. 

1 burner, junior, $6.75; 2 Bandy 
junior, $13.25. Above are list prices, 
f.o.b. Cleveland and are subject to az 
discount of 30 per cent for les than 


quote as follows from 


ten and 30 and 5 per cent for ten 
and over. : 
Glorence, blue or gray, No. 41-25, 


4 burner, mantel and 2 burner oven, 
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‘ Lamp testing device 





Through the eye of the flashlight 


THE lamp is the eye of the flashlight. Every flash- 
light in good working condition is selling unit cells 
for you. That’s why it’s good business to put the 
Eveready-Mazda Flashlight Lamp Display Cabinet 
on your counter. This display cabinet holds an 
appropriate assortment of lamps, which enables you 
to prescribe the proper lamp for any type and make 
of flashlight. Each lamp you sell pays you a nice 
profit in itself, and at the same time puts a flashlight 
back into use, which means repeat sales for you on 
Eveready Unit Cells. For greater sales and profits 
on lamps and unit cells, give prominent display to.the 
Eveready-Mazda Flashlight Lamp Display Cabinet. 


Eveready Flashlight Lamps are especially designed 
for flashlight service. 

Order from your jobber. 
NATIONAL CARBON COMPANY, Inc 


New York San Francisco 


Atlanta Chicago Dallas Kansas City 
Canadian National Carbon Co., Limited, Toronto, Ontario 


EVEREADY 


MAZDA 
FLASHLIGHT LAMPS 
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$49: No. 1-25, 3 burner, mantel anc 
2 burner oven, $39.75; No. 21-25, 2 
burner, mantel and 1 burner oven, 
$31; the above are list prices and are 
subject to a discount of 33% per 
cent for less than ten pieces and 
5384 and 5 per cent for ten or more 
pieces. A stove, mantel and oven 
are considered three pieces. 


PAINTS AND OILS.—The demand for 
paints and other painters’ supplies has 
quieted down. Turpentine and linseed 
oil have declined. 


Jobbers quote f.o.b. Cleveland: 

Mixed plants, regular shades, best 
grade, $3.10 per gal. for 1 gal. cans. 
Outside white, $3.30 per gal., in 1 
gal. cans. 

Turpentine in bbls., $1.17; less than 
bbis., $1.32 per gal. 

Linseed oil in bbls., $1.12 less than 
bbl. $1.27. Boiled, 3c. extra per gal. 
White lead, in 100-Ib. kegs, 15%c. 
per lb.; in 50 and 25-lb. kegs, 16c. 
per Ib.; in 12% Ib. kegs, 16%c. per 
lb.; in 500-lb. lots, 10 per cent dis- 
count; other prices are net. 


ROPE.—The demand for rope is fairly 
active. Prices are unchanged. 
Cleveland jobbers quote first grade 
manila rope, 26%c. per Ib. at mill 
and 27c. per Ib. out of stock: sec- 
ond grade 2c. less. Sisal rope, 19c. 
at mill and 19%c. out of stock. 
SCREEN DOORS AND WINDOWS.— | 
These are still in fair demand. Prices | 
are firm. 
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SCREW DRIVERS.—Jobbers find a 


_ very good demand for a new line of in- 
sulated screw drivers for radio and 


cther uses which are being offered in 
assorted sizes at $1.20 per doz. 


SHOVELS.—The_ shovel business is 
fair and prices are steady. 

Cleveland jobbers quote: 

Fourth grade shovels, full bundles, 
$10.75 per doz.; less than full bundles, 
$11 per doz. 

STEEL ROOFING.—The demand is 
fair, being somewhat better than earlier 
in the year. Prices are unchanged. 

Cleveland jobbers quote 29 gage, 
2% in. corrugated roofing at $4 per 
square. 

STEEL SHEETS.—Mill prices are 
weak, but are holding close to recent 
minimum quotations. The demand is 
fair. 

Cleveland jobbers’ quote § galva- 
nized sheets at 5.15c. 

STEEL FENCE POST.—The demand 
for these has slowed down somewhat. 
Cleveland jobbers quote steel fence 
posts as follows per hundred in lots 
of 500 or less: 4 ft., $29.84; 6% ft., 


$32.15: 7 ft.. $34.33: 7% ft., $36.74. 
In lots of 500 to 1000 the price is le. 
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STOVE PIPE AND ELBOWS.—Fall 
buying is pretty well over, so that sales 
have quieted down. 


Jobbers quote f.o.b. factory: 

Stove pipe in crates of 25 joints. 
Security blued, 28 gage 3 in., $3; 

4 in., $3.16; 5 in., $3.37; 6 in., $3.60; 
7 in., $4.20. 

Elbows, Security blued, corrugated, 

28 gage, 3 in., $1.02; 4 in., $1.14; 5 
in., $1.26; 6 in., $1.38; 7 in., $1.88, all 
per doz. 

Coal hods, galvanized, 17 in., $5.25 
per doz. for open models. Same size 
close with funnels, $6.50 per doz. 

Stove boards in full box lots, paper 
lined, square, 26 in., $7.35 per doz.; 
28 in., $8.30; 30 in., $9.70; 32 in., 
$11.45: same, wood lined, 24 in.; 
$11.20 per doz.; 26 in., $13.25; 28 in., 
$15.50; 30 in., $18 and 33 in., $21.30; 
oblong, wood lined, 18 x 24 in., $9.95 
per doz.: 18 x 30 in., $12.50; 20 x 30 
in., $15.10; 24 x 26 in., $16.65; oblong, 
paper lined. 18 x 24 in.. $6.45; 18 x 
30 in., $8: 20 x 30 in., $9.45; 24 x 36 
in., $10.10. 

WIRE CLOTH AND POULTRY NET- 
TING.—There is still considerable call 
for wire cloth and the market is firm 
at regular quotations. 


Cleveland jobbers quote poultry 
netting, galvanized after weaving, 
50 and 2% per cent off list. Wire 
cloth, $1.95 per 100 sq. ft. for black 
and $2.45 for galvanized. 





Novelty Hardware Served Cafeteria Styles 


(Continued from page 50) 


ferent from most other hard- 
ware stores is the very large 
stock of novelty and specialty 
items carried. Arius Malmin 
states that he is ready at any 
time to buy any good hardware 
novelty offered to him, and that 
he has been able to draw trade 
from a distance of forty miles 
on the reputation of the store 
for carrying items not found in 
other stores. As proof of the 
merit of this novelty business, he 
cites that last year they sold 
2000 sock darners, that cost one 
cent and sold for ten cents apiece, 
500 eye shades costing 5 cents 
sold for 15, and they sold a 
gross of harmonicas, three gross 
of wooden block puzzles and 
over 500 patented pocket cigar 
lighters. This volume of sales is 
attained solely through counter 
displays and frequent window 
displays. Recently a window 
was filled with one each of these 
specialties, together with some 
of the more common small items 
in stock and a present of a gaso- 
line lantern given to the person 
who could give the correct num- 
ber of articles displayed—there 
were exactly 777 of them. 

While these novelty sales form 
a good percentage of the busi- 
ness of the Malmin store, the 
boys are, by no means, neglect- 
ing the larger profitable items. 
One or the other of the brothers 


is almost continuously out in the 
country canvassing for sales of 
electric washers, ranges and 
similar lines and this solicitation 
coupled with consistent news- 
paper advertising, last year, re- 
sulted in the sale of 88 washers, 
82 gasoline and oil stoves and 75 
new and second-hand ranges. In 
the newspaper ads on_ these 


items, invariably after giving a 


concrete selling argument or 
two, is printed a complete list 
of the names and addresses of 
those who have already bought 
that particular article. It is in- 
teresting to note that in a recent 
advertisement on electric wash- 
ers, the list contained purchasers 
living in seven other small towns 
in the vicinity of Blue Earth and 
there are twelve hardware stores 
in these seven towns, two of them 
handling the same washer and 
selling it at the same price as the 
Malmins. Another proof of the 
value of good advertising and per- 
sonal solicitation is the sale of 
two ranges last year to people 
living in a town twenty miles 
away, in spite of the dealer in 
that town, who carried the same 
range, quoting a slightly lower 
price. 

The popularity of the Malmin 
boys and their store is attested 
to by their sales last year, aided 
by one clerk, of $60,000 or an 
average of $20,000 for each man. 


Display Stand for Domes 
of Silence 


Dealers will welcome the news of an 
attractive permanent metal display 
stand for Domes of Silence that is 
being p!aced on the market by Henry 


‘ of AY DIC ee 
~ 2 wd i LE Ni¢ 2 





W. Peabody & Co., 17 State St., New 
York 


It undoubtedly recommends itself as 





a splendid way of bringing attention 
to the product and also for convenient 
and orderly storing. 
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The Set That Saves Money Is The Set That Makes Money 





No. 805 Garage Door Set 

















Inside View, showing doors open. Note the con- 
venient third door which allows access to garage with- 


out disturbing sliding doors. It is hung independently 


with 4 x 4-inch butts and equipped with No. 29 National 
Latch. Sliding doors are hung on inside, opening inward, 
and swing into jamb against stops. This allows maxi- 
mum space in the garage. 








Another Inside View—Doors Closed. Clearly showing 
Adjustable Hangers. This feature prevents sagging 
doors as hanger can be adjusted in case of swelling or 
raising of cement floors. This Set affords a weather- 
tight, storm-proof installation. Snow and ice will not 
interfere with opening and closing of doors—they work 
freely and easily without binding or friction. 











When you show a customer our No. 805 Ga- 
rage Door Set you can truthfully say: “It will 
Save you money.” 


Because this set does away with the necessity 
for buying and using structural iron work on 
the outside. Instead of marring the appear- 
ance of the garage it improves the appearance. 


Another saving takes place as soon as hung— 
no damage is ever done to the garage because 
no wind, no rain, no snow, no hail can get in 
or interfere with its perfect opening or closing. 


Garage doors hung with National 805 swing 
as freely and easily as the doors of a well built 
house. 


Price—This practical, time-tested Sliding and 
Swinging Garage Door Set saves the customer 
in first cost, because the price is lower than for 
any Garage Door Set showing anywhere near 
equal value. 


Remember: The set that saves money for the 
customer is the set that makes money for the 
dealer. It sells and every customer recom- 
mends it—more sales and more profits. 


You save money, too. We sell direct to the 
dealer. 


National Mfg. Co. 


Sterling, Illinois 


Garage Hardware 
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Consistent Demand in Chicago— 


Prices Holding Firm on Practically All Lines 


(Chicago office of HARDWARE AGE) 

HILE the excessive heat has abated, seasonably 

V \ warm weather continues and the demand for sum- 

mer merchandise is holding up well after the 

spurt occasioned by the hot wave. The rather general 

rains which followed the hot spell have stimulated the 

sale of lawn mowers to some extent and the volume of 

business on such items as oil stoves, garden hose, ice 

cream freezers and electric fans and irons is very satis- 
factory. 

Prices are very firm and, while there are no changes 

reported by the jobbers in the Chicago market this week 

beyond a very slight decline in rubber covered wire, ad- 


vances are looked for in garden hose and roofing follow- 
ing the manufacturers’ advances in these items. It is also 
thought that the July first schedule on rope prices will 
show some change. 

Building construction continues at a high mark with 
materials prices unchanged and in heavy demand. Busi- 
ness has been unusually heavy in cement, sand and 
crushed stone for paving purposes. : 

The iron and steel industry report somewhat brighter 
prospects with prices firmer and a slight increase in pro- 
duction, the mills in this district now operating at about 
89 per cent capacity. 


a 
AUTOMOBILE ACCES SORIES.— | We quote from jobbers’ stocks, light and will probably stay that way 
f.o.b. Chicago: %-in. proof coil chain, : 
There is a strong demand for summer | _ $8.59 per 100 1b.; Tenso, Bull Dog until fall. 
and Brown coil chains, 50-10 per 

goods. Prices are unchanged. cent discount; No. 00-4% electric PR ig Peel “4 eae 329.09 moe 

cob quote from jobbers’ stocks, | welded cow ties, $2.75 per doz. 100 ‘rods; 1948-6-14%, $44.08 per 100 

“Spark Plugs.—Splitdorf, 50c each; |COPPER RIVETS AND BURRS.—No PM a . 

; G TACKLE.—+sales are ex- 


regular, 58c. each; Champion X, 45c. price changes. 


Sales are reported to 


each; Champion Blue Box line, 53c. . 
each; A. C. Titan, 58c. each; lots of be very good. tremely good on all kinds of tackle. 
oe 56c. A. C. Special Ford, 44c. We quote from jobbers’ stocks. FILES.—There is a good demand. 
Cacn. .o.b. Chic ; .@ ivets an : 
,Spot_Lights.—Anderson, No. 3280, Bae en ae Prices are firm. 
ov. + 
Horns.—E. A. Electric (Ford), $4 DRAIN PIPE CLEANER.—Sales are PP a... oe cease ee. 
each. ‘ No. 6 90 hb: N very good. No price changes. per cent off list; Nicholson files, 50 
ones Ne. %, Fee. saan, an , ’ k per cent off list; Black Diamond files, 
tional Standard No. 21, $1.20 each. We quote from jobbers’ stocks, 40-10-5 per cent off list 
Pumps. — Rose, “14% -in. cylinder, f.o.b. Chicago: ° 
$1.55 each. Economy Plumber Senin pipe tenn GALVANIZED WARE.—Due to con- 
Chains.—Non-skid, dozen pair lots, er, in . net cans, in lots o OZ., . . 
33% per cent discount; 50 pair lots, $2.70 per doz., in lots of 6 doz., $2.60 tinued hot, dry weather, the big demand 
40 per cent discount. per doz.; and in 12 doz. lots, $2.50 keeps up for watering pots and re- 
Tires and Tubes.—30 x 3% oversize per doz. frigerator pans. 





net weight cans, in 


cord tires, $9.45 each; regular cord, Same, in 2 Ib. 
$7.45 each; gray inner tubes, 30 x lots of 2 doz., $4.90 per doz.; in lots We quote from jobbers’ stocks, 
3%, $1.20 each; red inner tubes, 30 of 6 doz., $4.70 per doz,; and in lots f.o.b. Chicago: Competition, galva- 
x 4% , $1.50 each. “e os. —" +¥ <r een aes yw ~~ wee a = 
. ercules e and porcelain cle ’ r er ears, 10-q 0 12-qt 
AXES.—There is a strong active de- in 1 lb. net weight cans, $2 per doz. $2.35 doz.: 14-in. pieced soldered gal- 
mand, with no change in prices. ppt hd L. =. Sialic ale roaee ; refrigerator pam, per ae 
We quote from jobbers’ stocks, $3 saa: in % Tongs lots, $2.50 ‘each: a _ an ; aaivenined 
f.o.b. Chicago: First quality single in 1 doz. lots, $2.25 each. breasts, $7.65 doz.; %-bu. galvanized 
bitted unhandled axes, 3 to 4 Ib., $1 Same, in %-gal. cans, $5 each; Ye after made baskets $4.75 doz. ; - 1-bu. 
doz. base; double bitted, $19 doz. doz. lots, $4. 75 each; and in gal. galvanized baskets, $6. 15 doz.; 11% - 
base; good quality black unhandled cans, $9 each. bu. galvanized baskets, $8.75  doz.; 


axes, same weight, single bitted, $13 


12-qt. IX dairy pails, crates 1 doz., 


doz. base; single bitted handled axes, 


EAVES TROUGH AND CONDUCTOR 


$3; Tan XX dairy pails, crates i 


$15.50 to $24 per doz., according to . " 
quality and grade of handle; special PIPE.—Volume of sales is fair. No doz., 
unguaranteed handled axes, $12 per price changes. GARDEN HOSE AND LAWN SPRIN- 
SS TESS , KLERS.—The heavy demand for h 
. We quote from jobbers’ stocks, . Vy an or nose 
BASEBALL GOODS.—Sales are in- cos. Cee: —— on = continues, with local stocks _ still 
» es ° ** - . . . . . 
creasing good with the continuance of . eee Poe Ea, aie. itn, Sak wer shrinking. No change in jobbers’ prices 
hot weather. 100 ft.; plain ridge moe, anne $4 at yet. 
BOLTS AND NUTS.—There seems to noah, go $1.36 doz laser . we quote from jobbers’ stocks, 
. By : re) cago: yarden ose, g00 
—— tone to the market. Sales are ELECTRICAL AND RADIO MER- quality, molded hose, | ¥-In., 10%. 
We quote from jobbers’ stocks CHAN DISE.—There Is a slight drop good quality, ‘wrapped, % -in., 10c. 
f.o.b. Chicago: Carriage bolts, cut reported on rubber covered wire; other ge aon aa 3 Sopey 
thread, 8 zor ree — — prices firm. Hot weather items con- per ft.: %-in., 14c. per ft.: b-ply, 
carriage oits, rolec read, oU- . . % 
per cent discount; machine bolts, cut tinue in heavy demand. ogg Sea we ae ate 2 in. _%- 
thread, 50-10 per cent discount, We quote from jobbers’ stocks, sprinklers, '‘Rain ing, $28 doz.; 
small machine bolts, rolled thread, f.o.b. Chicago: original fountain sprinkler, $8 doz.; 
t= abe a ge ogy Eeestrrons eg oy No. oa ane Rainbow, 38-in. high, $24 doz. 
01tS, 4o- er cen ISCO , rubber-covered wire er — 
screws, 60 per cent discount. ft.: in 1000-ft. lots, $6.95; No. Ps wy GLASS AND PUTTY.—Sales showed a 
, — " cord, $14.50 per 1000 ft.: in 1000-ft. ; ; ; 
BUILDERS HARDWARE. The de ican,” GS; “tate. beaeh. Geuae teow slight improvement during the past 
mand is holding up remarkably well sockets, 18c. each: two-way plugs, week. 
; 60c. each; in lots of 10, 49%c. each; ’ ks 
nn pee | one-piece’ attachment.” plugs, 3c. | ¢Q¥° quote, from. jobbers’ stocks, 
We quote from jobbers’ stocks, each; two-piece attachment plugs, 25-in. bracket, 88 per cent discount: 
f.o.b. Chicago: 2% x 3% steel butts, 12c. each; dry cells, boxes of 50, 30%c single strength A, 34 to 40-in. 
case lots, old copper and dull brass each: less than case lots, 34c. each. bracket, 86 per cent discount; single 
finish, $2.76 per doz. pair; 4 x 4 steel Radio Supplies.—Radio B batteries, ‘ ‘ 
butts, old copper and dull brass No. 766, $1.40 each; No. 767, $2.6 
finish, $3.84 per doz. pair; heavy each. 
steel bevel inside sets, case lots, Battery Chargers.—Apco line, in 


lots of less than 10, $13.50 each net. 








strength A, all other brackets, 85 per 
cent discount; double strength A, all 
sizes, 86 per cent discount; double 
strength B, 87 per cent discount. 


$6.75 per doz.: steel bit-keyed front - 
door sets, $1.75 per set; wrought Tubes.—Cunningham and R. C. A., phi SM oo TTD mee 100 tl 100 Ib.; 
brass bit-keyed front door sets, $3.26 $3 list. Discount 25 per cent. ‘ ° : : ae 
per set; cylinder front door sets, Loud Speakers.—Western Electric, HATCHETS. — Prices remain 
$7.50 per set. ‘ No. mde $9.50 list. Discount, 30 changed. Sales are good. 
CHAIN.—Sales are good and prices Pos Cont. : — 
We quote from jobbers’ stocks, 
unchanged. FIELD FENCE.—Sales are somewhat f.o.b. Chicago: First quality hatch- 


Reading matter continued on page 82 
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Dealers everywhere tell us that 
this counter device helps to keep 
Gilbert alarm clocks moving fast. 


oetaet 
pele 








Now is the time to 


WAKE UP SALES! 


This special deal does it 


ERE is the chance to stock a tested assortment of well- 
H advertised, widely-known alarm clocks. With each 
assortment comes a compact, self-selling counter device 
designed by merchandising experts to keep the clocks 
moving over your counter. Also a rousing, colorful wiadow 
card and a supply of attractive folders. 





In each assortment is a clock for every class of customer. 
You can’t lose an alarm clock sale. From the sales records 
of hundreds of merchants we found out the relative popu- 
larity of each number, From these figures the assortment 
was made up. 


Liven up your counter! Wake up sales! Choose your 
assortment — fill in the coupon — and be sure to name the 
jobber through whom you want them billed. 


William L. Gilbert Clock Company, Winsted, Conn. 











DEAL 712 DEAL 740 
You buy it for $17.65 You buy it for $54.70 
You sell it for $27.50 You sell it for $80.75 

Profit $9.85 Profit $26.05 
6 No. 4570 “Tornado” 26 No. 4570 “Tornado” 
1 No. 4581 “Bi-nite”’ 2 No. 4581 “Bi-nite’ 
2 No. 4582 Design” | 5 No. 4582 ‘ ‘Design” 
1 No. 4584 “All time”’ 3 No. 4584 “All-time”’ 
1 No. 4601 ‘ ‘Connecticut” 3 No. 4601 “Connecticut” 
1 No. 4602 “Radium” 1 No. 4602 “‘Radium”’ 

















William L. Gilbert Clock Co. 
Winsted, Conn. 
Send me the following: 


_____Deal No. 712 
My Name Jobber’s Name 
Address Address 


Deal No. 740 






























$2 


$11.20 doz.; first 
2 broad, $14.45 
hatchets, No. 


ets, No. 2 shingling, 
quality hatchets, No. 
doz.; mediugyg quality 
2 shingling, $7.25 doz.; medium qual- 
ity hatchets, No. 2 broad, $10.50 doz. 


HANDLED HAMMERS.—There is 


a 


good active demand and prices are firm. 


from jobbers’ stocks, 

Vaughn-Bushnell, 16- 
oz. nail hammers, $10.50 doz.; Stan- 
ley, $10.50 per doz.; Maydole, $12.60 
per doz.; other makes, 16-o0z. machin- 
ist hammers, $7.85 doz. and 16-o0z. 
nail hammers, $6 doz. 


HANDLES, 


We quote 
f.o.b. Chicago: 


AGRICULTURAL.—The 


volume of sales is reported as very fair. 


Prices show no change. 


We quote from jobbers’ 
f.o.b, Chicago: 
Hay Fork 
chucked and bored, 
ft., $4.50 doz.; 5-ft., 
ee $4 doz.; o-ft., 
4, $2.40 doz.: 5-ft., 
oy Fork Handles. —Be nt, 


stocks, 


Handles. — Straight, 
best grade, 4%- 
$5.50 doz.; XX, 
$4.80 doz.; x, 
$2.80 doz. 

chucked 


and bored, best grade with strap, 
ferrule and cap, 4%-ft., $7.50 doz.; 
5-ft., $8.50 doz.; XX, bent, with 
strap, ferrule and cap, 4-ft., $5.50 
doz.; 4%-ft., $5.75 doz.; XX, bent, 
4, -ft., $4. 50 doz.: 5-ft., $5.50 doz.; 
X, bent, 4%-ft., $3 doz.; 5-ft., $3.40 
doz. 

Manure Fork Handies.—Bent, best 
grade, 4-ft., $4.75 doz.; 4%-ft., $5.10 
doz.: XX bent, 4-ft., $4.15 doz.; 4%- 
ft., $4.40 doz.; X bent, 4-ft., $2.60 
doz.; 4%-ft., $2.95 doz. 

Garden Hoe Handies.—XX, 4%-ft., 
$3.45 doz.; X, 4%-ft., $2.40 doz. 

Garden Rake Handles.—XX, 514 


ft.. $5.25 doz.; X, 5%-ft., $3.25 doz. 
Shovel Handles.—Regular pattern, 
XX, 4%-ft., $5.90 doz.; X, 4%-ft., 
$3.90 doz.: D handle, best grade, 
$7.95 doz.: X grade, $6 doz. 
Spade ‘Handles.—D handle, best 
grade, $7.75 doz.: X grade, $6 doz. 


HANDLES, TOOL.—Sales 
and prices firm. 

We 

f.o.b. 


Axe 
doz.; No. 2, 





quote from jobbers’ stocks, 
Chicago: 
Handiles.—No. 1 hickory, $4 
$3 doz.; second growth 
hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6 doz. 
Hatchet and Hammer Handies.— 
No. 1, 90c. doz.; finest second growth 


hickory, $1.50 doz. 
HINGES. — Prices 
Sales are very good. 


We quote from jobbers’ 
f.o.b. Chicago: Heavy strap 
in bundles, 4-in., $1.03; 5-in., 
6-in., $1.60; S8-in., $2.70; 10-in., 
per doz. pair; extra heavy T hinges, 
in bundles, 4-in., $1.56; 5-in., $1.66; 
6-in., $2.08: 8-in., $3.56; 10-in., $5.10 
per doz. pair. 


are 


stocks, 
eo Ss, 


are good 


unchanged. 


ICE CREAM FREEZERS.—tThe hot 
weather is responsible for the heavy 


demand. No change in prices. 


from jobbers’ stocks, 
White Mountain, lI- 
$5.65 list; 3-qt., 
"$8. 25 list; 6-qt., 
$13.50 list; 10-qt., 
$21.55 list: 15-qt., 


We quote 
f.o.b. Chicago: 
qt., $4.85 list; 2-qt., 
$6.75 list; 4-qt., 
$10.45 list; 8-qt., 
$18 list; 12-qt., 
$25.60 list; 20-qt., 
$42.60 list; Arctic, 1-qt., 
$4.60 list; 3-qt., $5.55 list; 
list; 6-qt., $8.60 list; 8-qt., 
All the above less 50 per 
count. 


$33.20 list; 25-qt. 
$4 list; 2-qt. 
4-qt., $6.80 
$11.10 list. 
cent dis- 


LAWN MOWERS.—Sales are keeping 
up fairly well in spite of the hot, dry 


No price changes. 
jobbers’ 


weather. 


We quote 
f.o.b. Chicago: 

Lawn Mowers.—16-in. ball bearing, 
5-knife, 1ll-in. wheels, $12.35 each; 
16-in. ball bearing, 4-knife, 10%-in. 
wheels, $10 each: 16-in. plain bear- 


from stocks, 


ing, 4-knife, 10%-in. wheels, $8.65 
each: 16-in. ball bearings, 4-knife, 
9-in. wheels, $7.85 each; 16-in. plain 
bearing. 4-knife, 9-in. wheels, $7.35 
each: 16-in. ball bearing, 4-knife, 
S-in. wheels, $8 each; 16-in. plain 
bearing, 3-knife, 8-in. wheels, $5.85 
each. 


NAILS.—Prices are unchanged. Sales 
are good. 
We quote 


from jobbers’ stocks, 
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f.o.b. Chicago: Common wire nails, 

$3.15 per keg base; cement coated, 

$2.40 per keg base. The extra for 

galvanized nails is now $2 for 1-in. 

‘'~ longer, $2.25 for shorter than 
in. 


OIL STOVES.—The demand continues 
to be strong with the continued hot 
Prices remain unchanged. 


weather. 


We quote 
f.o.b. Chicago: 


from jobbers’ stocks, 
Old line New Perfec- 
tion 2-burner stoves, $17 each list; 
3-burner, $22 each list; 4-burner, 
$28 each list; new Improved Perfec- 
tion 2-burner, $22 each list; 3-burner, 
$28.50 each list; 4-burner, $35 each 
list; Superfex 2-burner, $45 each list; 
4-burner, $58.50 each list. All sub- 
ject to 30 per cent discount. Lots 
of ten or more are subject to 30-5 
per cent discount. Nesco Oil Cook 
Stoves, No. 211, 1 burner, $9.50 each 
list; No. 212, 2-burners, $17.35 each 
list; No. 213, 3-burner, $22 each list; 
No. 214, 4 burners, $28 each list; No. 


215, 5-burners, $39.50 each iist; 
No. 1102 High Shelf only, $5.25 each 
list: No. 1103 High Shelf only, $6.50 


each list; No. 1104, High Shelf onty, 
$8 each list; No. 1105, High Shelf 
only, $9.75 each list. Rockweave 
wicks, 25c. each. Nesco Ovens, No. 
05, 1- burner, Solid Door, $2.10 each 
list; No. 5, 1-burner, Glass Door, 
$2.25 each list: No. 010, 1-burner, 
Solid ene $4.15 each list; No. 10, 
l-burner, Glass Door, $4.40 each list: 
No. 020, 2-burners, Solid Door, $5.15 
each list; No. 20, 2-burners, Glass 


Door, $5.40 each list; No. 030, 2- 
burners, Solid Door, $5.40 each list: 
No. 30, 2-burners, Glass Door, $5.70 
each list; Nesco water heaters, $45 
each list. All subject to 30-5 per 
cent discount. 

The manufacturers of Nesco Oil 
Cook Stoves have four zone _ price 


lists, varying according to the freight 
rates. The above prices are effec- 
tive in Zone 1. 


PAINTS AND OILS.—Prices remain 


firm and unchanged. 


We quote from 
f.o.b. Chicago: 

Linseed Oil.—Raw, barrel lots, $1.19 
per gal.; 5-barrel lots, $1.14 per gal. 


jobbers’ stocks, 


Linseed Oil.—Boiled, barrel lots. 
$1.22 per gal.; 5-barrel lots, $1.17 
per gal. 

“Turpentine. .—Barrel lots, $1.20 per 

Denatured Alicohol.—Barrell lots, 
58c. per gal.; steel drum, extra, $6, 
returnable. 

White Lead.—190-lb. kegs, $15.75: 
50-Ib. kegs, $8: 25-Ib. kegs, $4; 12%- 


lb. kegs, $2.05 
Dry Paste.—Barrel lots, 7%c. per Ib. 
Shellac. — (4% -lb. goods) white, 
$4.25 per gal.: orange, $4.05 per gal. 
English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 Ib. 


PYREX WARE.—Now is a good time 


to push tea pots for iced tea. 


We quote from jobbers’ 
f.o.b. Chicago: 

Bread Pans.—No. 212, 
No. 214, $12 doz. 

Casseroles. — Round, No. 167, $12 
doz.: No. 168, $14 doz.: No. 182, $12 
doz.;: No. 184, $14 doz. 

Casseroles. — Oval, No. 193, $12 
doz.; No. 197, $14 doz. 

Pie Plates.—No. 202, $6 doz.: No. 
203, $7.20 doz.: No. 209, $7.20 doz. 


stocks, 


$7.20 doz.; 


Tea Pots.—2-cup, $20 doz.: 4-cup, 
$24 doz.: 6-cup, $28 doz. 
Utility Pans.—No6. 231, $8 doz.; No. 


232, $14 doz. 
ROLLER 


what. 


We jobbers’ stocks, 
Union roller skates, 
per pair; for girls, 
Chicago roller skates 
for girls, 


quote from 
f.o.b. Chicago: 
for boys, $1.40 
$1.50 per pair. 
for boys, $1.30 per pair; 
$1.40 per pair. 


ROOFING 


as yet in the jobbers’ prices. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $2.10 per 
square; best grade tale surfaced, 
$2.35 per square; medium talc sur- 














SKATES.—Prices are un- 
changed. Sales have dropped off some- 


AND PAPER.—Sales are 
very active and no changes are recorded 








June 25, 1925 


faced, $1.75 per ‘square; light tale, 
surfaced, $1.10 per square; red rosin 
Sheathing, $62 per ton. 


ROPE.—The demand is very active. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. Manila Standard 
brands, 26%2C. to 28%c. per Ib.; No. 2 


per lb.; No. 1 Sisal, 
2 Sisal, 16%c. per 


Manila, 25'c. 
Ngai per ‘Ib. No. 


SASH CORD.—The demand 
Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7. standard 
brands, $9.55 per doz. hanks; No. 8, 
$11 per doz. hanks. 


SASH PULLEYS.—Sales are good and 


prices firm. 


We quote 
f.o.b. Chicago: 
leys, 50c. doz.; 
Common Sense, 
rels, 54c. doz.; 
barrels, 48c. doz. 


stocks, 


from jobbers’ 
pul- 


Common sash 
barrels, 54c. doz.; 
2-in., 60c. doz.; bar- 
No, 105, 52c. doz.; 


SCREWS.—The demand is steady and 


prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head, bright 
screws, 78-10 per cent new list; 
round head blued, 76-10 per cent new 
list; flat head brass, 76-5 per cent 
new list; round head brass, 74-5 per 
cent new list; japanned, 72-10 per 
cent new list. 


SCREEN DOORS AND WINDOW 
SCREENS.—tThe continued hot weather 
has held up a steady demand. Prices 


are firm. 
We quote from jobbers’ stocks, 
f.o. b. Chicago: 
Screen Doors.—No. 266, 2-8 x 6-8, 


No. 296, 2-8 x 6-8, $27 
2-8 x 6-8, $32.10 doz. 
1833, $4.94 


22.80 doz.;: 

doz.; No. 311, 
Window Screens. —No. 

doz.; No. 2433, $6 doz. 


SOLDER AND BABBITT. METAL.— 


Sales are very good and prices un- 


changed. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted 50-50 


solder, $38 per 100 lb.; medium, 45-55 
solder, $37 per 100 Ib.; tinners’, 40-60 
solder, $36 per 100 Ib. ; high speed 
babbitt metal, $20 per 100 lb.; stand- 
ty No. 4 babbitt metal, $13 per 100 


STEEL SHEETS.—The demand . 


holding up very well, with prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 28-gage galvanized 
sheets, $5.50 per 100 Ib.: 28-gage 


black sheets, $4.50 per 100 Ib. 


WIRE GOODS.—tThere is a good de- 


mand, while prices are holding firm. 


from jobbers’ stocks, 
f.o.b. Chicago: No. 8 black annealed 
wire, $3.05 per 100 lb.; No. 9 gal- 
vanized plain wire, $3.50 per 100 
lb.; catch weight spool galvanized 
cattle or hog wire, $3.85 per 100 Ib.; 
galvanized hog wire, 
spool. Polished fence 
staples, $3.60 per 100 Ib.; 12-mesh 
black wire cloth, $1.90 per 100 sq. ft.: 
12-mesh galvanized wire cloth,, $2.20 
per 100 sq. ft.; 14-mesh bronze wire 
cloth, $6.25 per 100 sq. ft.; galva- 
nized poultry netting, 55-5 per cent 
discount; galvanized after poultry 
netting, 50-5 per cent discount. 


We quote 


WRENCHES.—Prices unchanged. Sales 


volume is good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60 per cent discount; Coes’ wrenches, 
40-10 per cent discount; gett 
wrenches, 50-10 per cent discount 
off new list; Stillson, 65-10 per cent 
discount; Trimo, 65-5 per cent dis- 
count. 

Snap-On Wrenches. — Radio and 
electrical set, $4; No. 101 Master Ser- 
vice set, 5; No. 202 Heavy set, 
$8.80; No. 303 Ford Master Service 
set, $14.85; No. 404 Universal Socket 
set, $8.75; No. 505B Screw Driver 
set, $3.40; No. 900 Square Socket 
set. $3.70. All Snap-On Wrenches 
less 40 per cent. 





is fair. 
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Cabinet 
and Trunk Lock 
business 

is now made easy 
and profitable 
to handle 


Ask your jobber’s salesman. He knows what this new 
move by Yale really means—to you and to every other 
hardware dealer. And he knows that never before has 
the cabinet and trunk lock business been so simplified and 
put on sucha convenient time saving and profitable basis. 


























The American Hardware Trade 
serving the American Public should The new Yale F 104 cabinet and trunk lock “‘sales pro- 


push the sale and use of Brass and me ; 
Bronze Builders Hardware. moter” is now ready for distribution to the trade. 





It is a selling display including the most popular locks 
of the line. A memorandum permanently attached to the 
back of each display panel shows the quantity of each 
item required for a well balanced stock, the list number, 
and the suggested retail price. 


This Yale ‘‘ready to work” sales promoter gets action. 
It suggests a need. And it satisfies that need, and thereby 


bs increases the use and sale of Cabinet and Trunk Locks. 
’ Selling Yale Cabinet and Trunk Locks is profitable. 
) y The Yale & Towne Manufacturing Co. 
Stamford, Conn., U.S. A. Canadian Branch at St. Catharines, Ont. 


Write, or ask your jobber’s salesman. 
YAL YALE MADE IS YALE MARKED 














PADLOCKS, NIGHT LATCHES, DEAD LOCKS, BUILDERS’ LOCKS AND TRIM, 
CABINET LOCKS, TRUNK LOCKS, DOOR CLOSERS, BANK LOCKS, PRISON LOCKS 
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Washington Information 


Sugar Near Pre-War Price 


Since that time, however, due to 
large production, sugar prices have 
fallen off almost to pre-war rates while 
prices of other food commodities have 
remained stationary or have advanced. 
Two years ago the wholesale price of 
granulated sugar was 8.4 cents per 
pound compared with a pre-war price 
of 4.9 cents. 

On May 7 of this year the New York 
wholesale price of sugar was 4.27 cents. 
The President, therefore, declares that 
as compared with pre-war prices sugar 
is relatively one of the cheapest ar- 
ticles in the American market. 

Two strong arguments are made by 
the President in support of the reten- 
tion of the duty. One is that the do- 
mestic beet sugar industry will be stim- 
ulated and developed to a point where 
it will protect the consumer against 
the possibility of sugar shortage and 
the skyrocketing of prices for the im- 
ported article, while the other is that 
the Treasury derives $40,000,000 an- 
nually from the sugar duty, a sum that 
would have to be made up by the tax- 
payers in the event that the duty were 
repealed or reduced. 


Trade Commission Attacks Price 
Protectors 


Manufacturers and merchants who 
are interesting themselves in the re- 
cently launched campaign for price 
protection legislation in the new Con- 
gress will be interested in a “cease 
and desist” order just issued by the 
Federal Trade Commission based upon 
the complaint against a well-known na- 
tional advertiser. It is alleged that 
the Holeproof Hosiery Company of 
Milwaukee, Wis., has violated the law 
by enforcing a policy of maintaining re- 
sale prices by cooperative methods in 
which the respondent and all its dis- 
tributors undertake to prevent others 


New Saw Has Specially 





(Continued from page 59) 


from obtaining Holeproof Hosiery at 
less than the designated prices. Com- 
missioner Humphrey, the newest and 
presumably the most conservative mem- 
ber of the Commission, has dissented 
from this order. 

The findings of the Commission con- 
tain many excerpts from the respon- 
dent’s correspondence with its dealers 
and agents, which show the establish- 
ment of uniform prices; that the com- 
pany insisted upon an observance of 
these prices, and that they refused fur- 
ther sales to offending dealers. In view 
of the efforts which many national ad- 
vertisers are making to protect their 
prices by legal methods, it is interest- 
ing to note the exact practices prohib- 
ited by the Commission in this case. 
As specifically recited in the cease and 
desist order, they are: 


Must Not Do These Things 


(1) Inviting or soliciting directly or 
through its agents or employees from 
its dealer customers reports or com- 
munications, oral or written, concerning 
price cutting by retail dealers, com- 
petitors of the dealers so reporting or 
communicating; 

(2) Investigating through its officers, 
agents or other employees alleged in- 
stances of price cutting by retailers 
reported to it by its customers; 

(3) Communicating with retailers re- 
ported to it by its customers as having 
sold its Holeproof products at prices 
less than resale prices established by 
the respondent, and threatening to re- 
fuse further goods to such dealers; 

(4) Acting upon reports or com- 
munications from its dealer customers 
concerning price cutting by retail deal- 
ers, competitors of the «dealers so re- 
porting or communicating by: 

(a) Refusing or threatening to re- 
fuse further shipments of Hole- 
proof products to the dealers so 
reported, unless and until such 





Designed Handle 


A new Saw D-18 with new Disstonite 
Handle has just been placed on the 
market by Henry Disston & Sons, Inc., 
Philadelphia, Pa. 

It is the first real development of this 





cernible. The handle is always tight 
on the blade with every screw lock- 
washered. It is designed to fit the hand 
scientifically and the result is a grip 
of new design, which is said not to 





company since 1874 and has to do with 
a new kind of handle which is prac- 
tically unbreakable, as it is said to 
have fallen from the roof-peak to the 
concrete pavement without damage, not 
even a mark of the impact being dis- 





tire the hand that grasps it. 

It is claimed to be impervious to 
water, oil and perspiration of the 
hand, to be unaffected by extremes of 
temperature, whether hot or cold, and 
not to warp, crack or check. It takes a 














dealers have given specific assur- 
ance that they will maintain re- 
spondent’s established prices in 
the future; 


Black Lists Are Taboo 


Recording upon any list main- 
tained by it the names of any re- 
tail dealers reported to it by any 
customers as having sold Hole- 
proof products at prices less than 
the retail prices established by 
respondent with the word “Black 
List,” or other words intended to 
convey the intelligence that the 
dealer so reported is not to be 
sold any goods, unless and until 
such dealer has given specific as- 
surance that he will maintain re- 
spondent’s established prices in 
the future; 

Utilizing numbers placed upon 
boxes or packages containing its 
Holeproof products for the pur- 
pose of ascertaining the source 
of supply of any dealer reported 
to it as having sold said prod- 
ucts at prices less than the retail 
prices established by respondent 
in order to cut off the supply of 
such products from the dealer so 
reported. 

(5) Utilizing any other equivalent 
cooperative means of accomplishing the 
maintenance of the resale prices es- 
tablished by the respondent for its Hole- 
proof products. 

The Federal Trade Commission is evi- 
dently counting on the decision of the 
United States Supreme Court in the 
Beechnut case for support in this par- 
ticular order. It is interesting to ob- 
serve, however, that the Beechnut Com- 
pany would have been immune from 
prosecution if there had been a law on 
the Federal statute books framed in ac- 
cordance with any one of the price 
protection bills pending in the last Con- 


gress. 


(b 


a 


(c) 


beautiful permanent finish that adds to 
its attractiveness and salability. 

The blade of the D-18 is processed 
by special methods and the saw as a 
whole is a beautiful specimen of the 
sawmaker’s art. 

The saw is said to have been given 
thorough and exhaustive tests before 
being finally approved for production. 

The D-18 will be supplied in all the 
standard points in crosscut and rip 
saws, in 26 in. length. Packed one 
saw in an attractive box. 





Bonus for Each Error Caught 


At Lord & Taylor, New York, the de- 
livery department inspects all pack- 
ages for accuracy. These parcels are 
picked from the conveyors at random. 
At regular intervals they examine all 
cut goods going through the delivery 
as to accuracy in measurements. Rec- 
ords are made of discrepancies, and the 
buyer of the department is notified. 
Packers in the delivery, and through- 
out the store, are credited with five 
cents for each error they discover on 
salesslips. The amount of these bonuses 
are totaled and paid monthly. 
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No Caster ever 
rolled so easily 
as Bassick Dia- 
mond Velvets 
with double 
wheels. 













\ 
Start them rolling 
Bassicks 
4 wa your way for 
> 
OF ACK and forth across rug or carpet, across 
office floors of evéry kind, casters either 


quickly roll, or irritatingly drag—quietly move 
in any direction, or simply don’t. 


In most offices they don’t. In most offices they 
need new casters, want good casters—easy rolling 


Bassicks. 
qi’ And be sure to show 
- them Bassick Diamond 
Velvets equipped with Wherever there are offices there are prospects 
double wheels. Ideal : 
for office chairs, desks, for casters and there are offices all about you. 
nae See > Why not start them rolling your way for Bassicks? 


cause they swivel in- 
stantly, roll easily and 
quietly. 





Casters 


The BASSICK COMPANY 
BRIDGEPORT, CONN. 





Bassic 


Reg. U. S. Pat. Off. 





For thirty years the leading makers of high grade casters 
for home, office, hotel, hospital, warehouse and factory 
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Mr. Hardware Merchant 


Given away FREE with each “HAMMER BRAND” 
POCKET KNIFE a Gillette Safety Razor and Blade. 
This offer only applies to the following assortment. 

Don’t delay, as this opportunity is only for a limited 
period. 

We are the on/y Pocket Knife Manufacturer having 
the privilege of using Gillette Razors this way. 

Many of your customers will purchase one of these 
knives in order to get a Gillette Safety Razor free. 
Your sales will be doubled. 

The assortment consists of two dozen pocket knives 
of three different styles with two dozen Gillette razors 
and blades, all neatly packed in a cardboard container. 

Don’t neglect this great opportunity. It will make 
money for you. 

Write the nearest distributor today. 


NEW YORK KNIFE CoO., Walden, N.Y. 
Manufacturers of HAMMER BRAND POCKET KNIVES 


“Built on the old-fashioned idea of QUALITY FIRST ‘Since 1852’”’ 
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The Idea that Will Double 
your Sale of HAMMER © BRAND A2ives 


BOSTON 
Bigelow & Dowse Co. 
NEW YORK 

James A. Irwin & Co., Inc. 
PHILADELPHIA 

Charles M. Ghriskey’s Sons 
CLEVELAND 

The Geo. Worthington Co. 
DETROIT 

Buhl Sons Company 
RICHMOND 

Richmond Hardware Co. 
GREENSBORO 

Odell Hardware Company 
KNOXVILLE 

C. M. McClung & Co. 
EVANSVILLE 

Evansville Supply Company 
ATLANTA 

Beck & Gregg Hardware Co. 
TAMPA 

Tampa Hardware Company 
SHREVEPORT 

Thomas-Ogilvie Hardware 


Co., Inc. 
BATON ROUGE 
Doherty Hardware Co., Ltd. 


DULUTH 
Marshall-Wells Company 


GENUINE GILLETTE SAFETY RAZOR vite | i 
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Dippy 





OMAHA 

Lee-Kountze Hardware Co. 
KANSAS CITY 

Townley Metal & Hardware 


Company 
FORT SMITH 

Speer Hardware Company 
SALT LAKE CITY 

The Salt Lake Hardware Co. 
SPOKANE 

Marshall-Wells Company 
SEATTLE 

Marshall-Wells Company 
PORTLAND 

Marshall-Wells Company 
SAN FRANCISCO 

Dunham, Carrigan & Hayden 


Co. 
LOS ANGELES 

Union Hardware & Metal Co. 
HONOLULU 

Theo. H. Davies & Co., Ltd. 
MANILA 

H. E. Heacock Co. 
AUSTRALIA 

S. Hoffnung & Co., Ltd. 
NEW ZEALAND 

S. Hoffnung & Co., Ltd. 
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Arervations of a Culley Jilesmin 


Some of the Right Ways to Buy and Sell Cutlery 
By JOHN CASSIN—A Man Who Knows 








S jobbers salesmen and trade journals are 
the two effective mediums through whom 
the majority of retail hardware mer- 

chants receive suggestions, information and 
assistance, it does not seem out of place for 
this corner of the triangle of mutual interest 
to address an open letter to the jobbers sales- 
men about one of the key lines of the hardware 
business. Their customers, the retail hard- 


chandise are those lines that influence the sales 
of other goods. The hardware jobbers sales- 
men who sell the most pocket knives are in- 
variably the salesmen who sell the largest 
quantities of other profitable goods. Mer- 
chants who buy pocket knives of the jobbers 
salesmen are inclined to purchase other cutlery 
and specialty items of them. 

The jobbers salesman who knows his goods 








Editor’s Note: 


This article is addressed to the Jobbers Salesmen, but the in- 


formation and advice it contains are equally applicable to the retail hardware 


merchants. 


of cutlery. He also ranks as the friend and advisor of the merchant. 


The jobbers salesman is an important factor in the merchandising 


Whatever 


he does to improve merchandising conditions naturally and quickly react to the 


benefit of the retail trade. 








ware merchants will be interested in the con- 
tents of this letter, if only because it is a 
message about a part of their business that 
their best business friends—the jobbers sales- 
men—can assist them with. 

During the six weeks preceding the writing 
of this article I have been working upon a mer- 
chandising job that has brought me in daily 
contact with many jobbers salesmen and retail 
hardware merchants. My experience with 
these two parts of our merchandise dis- 
tributing machine leads me to believe that one 
of the requisite essentials needed by retail 
hardware merchants to permit them to do 
justice to cutlery is a better understanding of 
cutlery by the jobbers salesmen, the men from 
whom retail merchants should receive in- 
formation and sales suggestions. 

Many salesmen with whom I have discussed 
this situation have replied—why don’t you 
write a series of cutlery articles for salesmen. 
I don’t believe the jobbers salesmen need a 
special series of articles for them—the cutlery 
articles appearing in HARDWARE AGE are in: 
tended for salesmen as well as for retail mer: 
chants. However I am inclined to believe that 
a cutlery sales letter addressed to the jobbers 
salesmen, a letter their friends and customers 
can also read, will not be out of line. 

As cutlery departments are built around the 
keystone of pocket knives we will use knives 
as the basis for our letter. 


Pocket Knives 


Pocket knives are one of the “key” lines of 
the hardware business. Key lines of mer- 


can sell more pocket knives than any other man 
covering the same territory. Covering his ter- 
ritory frequently at regular intervals the sales- 
man who knows what to show and when to 
show it, can eventually wear down all obstacles. 
If not at one time, gradually a few at a time 
he can plant his line of pocket knives with the 
best retailers in his territory, (providing his 
line is one of the best). His only requisite in 
addition to quality and the proper selections 
of patterns and price range is_ sufficient 
knowledge about his knives to “Know ’em and 
Show ’em.” 

Pocket knife stocks should be kept up 
throughout the year—heavier than _ usual 
stocks are justified during the summer and fall 
vacation seasons and during November and 
December. Pocket knives wherever featured 
and shown for the purpose are good sellers as 
“Gift Goods.” 

There are but four factors about pocket 
knives that are essential for the jobbers sales- 
men to know about. 

First—He must have a quality line. 

Second—Knowing the patterns your cus- 
tomers can re-sell easily and quickly. This 
means the salesman has to know why he offers 
each pattern—what it is intended for—who it 
is intended for—when the salesman sells and 
the retail merchant buys knives especially suit- 
able for the use of the people they are serving 
and whose business they are soliciting—then 
pocket knives are good sellers for both sales- 
men and merchants. Salesmen who try to sell 
and merchants who buy just a variety of pat- 
terns of knives without much or any thought 
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of the purpose each group of patterns is in- 
tended for, will not enjoy a very profitable 
pocket knife business, in fact, the knife busi- 
ness conducted in that obsolete way is in these 
modern times anything but  profitable—it 
usually means slow sales, overstocks or poor 
selling stocks—instead of easy, quick sales and 
frequent stock turnovers. 

Third—tThe right price range of each kind 
of knives. 

Fourth—A full appreciation of the value of 
good pocket knives—skilled workmanship and 
quality of materials considered. Pocket knives 
are today one of the lowest priced lines of tool 





patterns with the “other fellows’’—if you have 
a quality line you will probably get the busi- 
ness; real good pocket knives cost very little 
more than the goods made to sell “at a price.” 

Observation of cutlery stocks in some retail 
stores is apt to give one the impression that 
pocket cutlery is a complex line of goods, 
whereas, actually it is anything but that. 
Wherever the jobber’s salesman understands 
the purpose for which knives are made and 
should be offered, he and his customers find 
pocket cutlery a very profitable, easy to handle, 
line of goods; whereas the salesman who sells 
merely a variety of pocket knives without 








Suggested Stock of Specific Purpose Knives 


Two Blade Jacks 


Two Blade Pens 
Resell for 








Merchants Cost Resell for Merchants Cost 
: ° 2 per oa wich cule Redcenede eee a —_ : “ ye per a sila le ee a et eee ge or ~_ 
2a ETT ET ere Tr .75 eac a ee ere .00 eac 
FF fe fF FS eer err TTT Tee 1.00 each GF FF PTET Ter TTT 1.00 each 
5 GO Cf ee er eer 1.00 each Ft Re + ff  MPPrreriritr Toe 1.25 each 
St eee eT rr Te Te 1.25 each Oe. ee i Ss a oo 0 06.066 oven ese ons 1.25 each 
£ 2 ff errr rrr Terr Te 1.50 each De Fee Gs onc were qvcesesccus 1.50 each 
Se ee Ns a ov chee ceeteseubens 1.50 each ef Tg TT Teer 1.50 each 
Ff fC ere err eee 1.50 each Seout Knives 
eS 8 PT ree 1.5 
a per dozen 7 ane Db eh Sa I, 5 < ok kc este sesaceces $1.00 each 
Punch Blade Knives ef Pee eee 1.75 each 
1 at $8.00 per FP $1.00 each Three Blade Pens 
ge. SF fC PTT Tere 1.50 each 
1 at 14.40 per dozen... ...2..2222.2.1. 200 each «= BF F399 Ber SO =e nn +9 or 00+ oR 
. _ De FE I, c ccc cece cccsusecss 1.75 each 
1 12.00 oo ew cee 1.30 h Fe Ff PT TTT Troe 1.75 each 
at $12.00 per dozen..........+.++4++-- $1.50 eac LO BP GIR, ov cs weccvecccecces 1.75 —_ 
—_— wee FF Pree 2.00 eac 
Electrician's Knife P eB evo ctesasvins cvevee 2.00 each 
1 at $12.00 per dozen...................$1.50 each lat 16.00 per dozen............0eee00s 2.25 each 
Four Blade Pens Fine Pearls 
Re ee RP GOR, oc cccccvccewnessed $2.00 each B at SIGBO Ber GOGO. 2 cccccccccccevccs $2.00 each 
SS ee Ga onc vevcccvsccvcces 2.50 each 3 GS Te DOP GOGO s occ cece cc ecvscsens 2.50 oa 
” Oe, Rs oo vo ne vwewceeeances 3.00 eac 
Sportsmen's Pattern Be 5 PPT Tere TTT 3.00 each 
DS Oe Be Gs ccc vec cccwcvceven $1.50 each Se I, oo'vcccevevsvewstes 3.50 each 
Oe Fe ee on 5 ov. ccnetessetenss 1.75 each te PTET 3.50 each 
2 fg ree ere 2.00 each ee 6 406e cose cecducdin 3.50 each 
Gy fg gg eee 2.00 each SiGe I IIR, vp .cctcccnvescdneus 4.00 each 
1 at 16.00 per dozen................... 2.25 each A Rg ccs cc ccecesenceen 3.50 each 
Ee ee ee Ms 65 05 00 ove ve coukses 4.00 each 
Lobster Patterns Stags 1 at 33.00 per dozen.................5; 4.00 each 
De a te ic « vc cvtescvsseneet $2.25 each ee Te eR oe 6:0 ves awscksiesces 4.50 each 
1 at 21.00 per dozen................... 3.00 each Se ee IS on cecnee ck esentade 5.00 each 
at DEGS MOP GOGO. onc ccc ccccvcsvess 3.50 each Se Gd 06 Weiendiscacadwas 5.00 each 
obtainable. Compare a well made pocket knife knowing their purpose or permitting his cus- 


retailing for $2.00 with any other tool, examine 
the workmanship of each, consider the great 
number of skilled operations required to pro- 
duce the $2.00 knife—you will wonder how so 
— skilled workmanship can be sold for so 
ittle. 

Other than having the proper range of prices 
and patterns—price alone, does not in any way 
regulate or influence the pocket knife business. 
When you encounter seemingly low prices and 
the knives offered are not apparently poorly 
made goods, don’t allow yourself to form an 
opinion or be influenced by the price of one or 
two patterns. A thirty pattern assortment is 


a good price gauge—compare thirty of your 


tomers to know the purpose they are intended 
for, sells comparatively few knives and his 
customers usually have a much larger assort- 
ment of pocket cutlery than is essential or 
desirable. 

The average retail price of pocket knives 
throughout the United States during the past 
twelve months has been about $1.57 each. 
This increase over the pre-war period is 
accounted for mostly by the general acceptance 
of the fact that no man will deliberately pur- 
chase a poor quality or poorly made pocket 
knife. The average should be nearer to $2.00 
—a fair price for a good tool. 

The jobber’s salesmen who sell the most cut- 
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No. 803C Kitchen Knife 


Foster Bros. Cutlery 


The hardware dealer of today is a shrewd, careful buyer, putting in stock 
only those lines that he knows will sell readily, bring satisfaction to customers 
and return to him a substantial profit. 

The more careful the buyer, the more certain he is that Foster Bros. Cutlery 
is the proper cutlery to put in stock. The reports of his customers, the opinion 
of his jobber, and his own personal investigation all lead to the knowledge that 
Foster Bros. Cutlery is the ideal line to sell. 

The keen blades, the carefully made handles, the workmanlike, practical de- 
signs, are all the product of over half a century’s experience in making quality 
cutlery. 





Ask your jobber for prices 
THE BRAND IS FOSTER BROS. 





No. 712C 
No. 512C 


= JOHN CHATILLON & SONS _— 


Established 1835 


85-99 Cliff Street New York City, N. Y. 








Millions of Men Using Gillettes 
Sell them Blades! 


§} Nearly every man that 
GILLETTE ME BLADES! (Mame passes your window 


{ . 
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; 


needs Gillette blades. 


They are waiting for 
you to remind them. 
This window display 


almost taps them on 
the shoulder. 





It will take only a few minutes to install this attractive window. It will help you 
get your share of the profitable Gillette blade business. ASK FOR DISPLAY 21TX. 


Gillette Safety Razor Co, Advertising Dept. Boston, U.S. A. 
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lery—the men who have established many good 
cutlery accounts from which they are enjoying 
a steady flow of repeat orders are those who 
carry short, carefully selected lines of pocket 
knives consisting of patterns suited for their 
trade and territory and knowing their patterns 
well enough to call them by their first name, at 
least to the extent of knowing their purpose 
and what they will readily re-sell for. 

The best, most practical, easiest to sell and 
buy from line of knives I have ever seen car- 
ried by a jobber’s salesman consisted of eighty- 
four patterns—assorted 


17 Patterns Two Blade Jacks 
2 Patterns Scout Knives 

1 Pattern Cork Screw Knife 
1 Pattern Electrician’s Knife 
3 Punch Blade Knives 

14 Patterns Two Blade Pens 
13 Patterns Three Blade Pens 
2 Patterns Four Blade Pens 
7 Patterns Sportsmen’s Knives 
21 Patterns Fine Pearls 

3 Patterns Lobster Stags 


84 Total 


The twenty-one pearls and three lobster 
stags in one 24-piece roll, the other sixty pat- 
terns in another roll. 

The assortment of jack knives designed to 
supply the requirements of mechanics, farmers, 
workmen and others desiring good quality, 
well-made knives. Fourteen patterns of two 
blade pens for men who prefer to carry light 
weight vest pocket knives. For the same kind 
of men a good assortment of three blade knives 
—the only light weight knives in which can 
be obtained a substantial service or cutting 
blade. There is’a steadily increasing sale for 
three bladed knives. Seven patterns of sports- 
men’s knives is a good variety, many workmen 
and men who never enjoy the smell of the 
woods will also buy these patterns. 

The great increase in the number of people 
who spend their vacations in the “open places” 
and who have become devotees of fishing, hunt- 
ing, camping, motoring and other outdoor pur- 
suits and sports has benefited the pocket knife 
business; every man and boy, also many 





women, planning to spend any time in the 
“Out-of-Doors” needs a substantial, reliable 
pocket knife. Featuring “sportsmen’s pat- 
terns” is a direct appeal to these people. 

Often, impressions are stronger than facts; 
with the passing of horse drawn vehicles many 
people thought the use of punch blade knives 
was limited to the farmer and teamster, where- 
as there is an enormous field for them. The 
increased use of tools by householders, manual 
training students, motorists and garage work- 
ers as well as the needs of sportsmen open up 
an enormous market for punch blade knives, 
providing they are real punch blades. A good 
punch blade knife is the “first aid” or general 
utility tool of the cutlery and tool business, it 
can be used for more purposes than any other 
tool or knife I know of. It can be used for so 
many purposes that some day I'll write a 
separate article about the “Uses of Punch 
Blade Knives.” 

In this short yet sufficient line of knives are 
included an electrician’s knife with large 
service or cutting blade and a combination 
wire scraping and screw driver blade, also one 
cork screw pattern with bottle opener and cut- 
ting blade, might call this the Volstead pattern 
as since Volstead became famous there has 
been a good sale for this pattern. 

Tabulated from the viewpoint of the retail 
merchant who is thinking about his customers, 
which is the viewpoint the jobber’s salesmen 
must keep in mind this line of knives consisted 
of the items shown in the table on page 88. 

The suggested resale prices are the mini- 
mum, many retail merchants obtain more, but 
at these suggested prices the strength of the 
assortment is apparent in the variety of two 
blade knives for $1.00 and $1.50 each, three 
blades at $1.50 and $1.75 and the grading of 
the re-sell prices of fine pearls. 

This entire assortment includes too many 
patterns for the majority of stores, the next 
article will itemize the minimum variety sale- 
able in the average store (Is there an average 
store?) This variety will interest the jobber’s 
salesmen’ simply because from his customers 
viewpoint it will tell him the value of carefully 
selected assortments and varieties of Specific 
Purpose Knives. 








On Selling Pocket Cutlery 


HE best way to obtain results in selling pocket cutlery is to first construct an as- 

sortment suitable to your location and opportunity. This assortment should include 

patterns of a proper price range so selected as to fit the requirements of each kind 
of customer in your community. Knives bought in a haphazard way frequently bring 
only infrequent and haphazard sales.—John Cassin 
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BREAD KNIFE 
i 
Hyco Brand Turnover— 4 
particularly designed f 66 9 t 
use in inhi anes Pa CUTS LIKE WILDFIRE ~f- 
pancakes. Patented §-23-21 “}- 
ew Products at & pese The serrated edge cuts with each motion of x 
that every housewife can pay the hand, producing a clean cut without 5 
That is why Hyco Brand Kitchen tearing the bread or making crumbs. It is * 
omenemens “ae cae eae not in a class with ordinary cheap bread o 
values. Take this turn-over for knives, but an article of merit that you will . 
instance—a high quality wide steel appreciate. The serrated edge will last for "* 
blade, flexible steel, steel strong and d ‘can be harpened by rubbing . 
durable, nets the dealer a fair'profit years and can res pe y g x 
on every sale and represents quality the smooth side of the blade on a whet- : 
value. stone 4- 
" 
, “It cuts a slice . 
Hyco Brand Kitchen hat’ eight 5 
t icé as nice : 
Cutlery cma Ss C0 f 
. 7 { 4 i “+ 
a complete line—10 tools in all. The Burns Bread Knives are made of high ae 
grade Carbon Steel, also Stainless Steel, x 
ke gga Fad a a Se re hand ground and highly polished. The 
needa. ave 1 Stalniess ‘ar ° “> 
te gE nl a egg yo dete handles are made of Cocobolo wood, which 
rubberoid handles. Securely riveted. is also hand finished and polished, and “4: 
ama 2 Eeetime WHE BFORSE care. fastened to the steel with three brass rivets. x 
Build up a good cutlery business by -- 
carrying the Hyco Brand line. Please write us for catalogue and prices. * 
Write for full particulars. t 
Hyde Manufacturing Co. The BURNS Mfg. Co., Syracuse, N. Y. §% 
Southbridge, Mass., U. S. A. * 
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Points That Help You Seli More 
Auto Magnetic 
No. 7500 Spring Shears 


Blades are held in perfect align- 
ment by patented tempered steel 
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spring. i 
Shear cuts all the way from pivot i 
to point. Me . ° 
hs ‘“Anchor”’ Brand Kitchen Knives 


It is magnetized to pick up 
needles and is held firmly by 
special steel screw head pivot. 

No adjusting necessary. 

Made in 6, 7, 8, and 9 inch sizes. 

Write for sample and complete 
information. 


25e to $1.00 Sellers 


Eversharp Shear Company 
2000 Knowlton St., Bridgeport, Conn. 


SHOE SLOYD 
KITCHEN OYSTER 
PRUNING RUBBER 
PAPER PATTERN 
HAN 


aa? 
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Good Cooks ‘Deserve Them 


These keen bladed, well balanced, good looking, long lived 
kitchen knives should be in the knife box of every house- 
keeping woman. 

Trust women to choose a quality article; dispiay the 
‘‘Anchor”’ Brand line and sell more kitchen cutlery. 
Most good jobbers carry ‘‘Anchor” Brand. 


LAMSON & GOODNOW MFG. CO., Shelburne Falls, Mass.,U.S.A. 
New York Office—36 Warren St. 


























Save 25% 


on 1881 Rogers or 
Oneida Community 
Twenty Year Par 


GERS’ MAKERS’ 
Plate Tuxedo Pat- 
Send tern Gray Finish. 
for Contents 6 each Tea- 
spoons, Tablespoons, 


Knives, Forks: one 
each Sugar Shell and 
Butter Knife, 
Our special price. 
without tray, bulk 
set $5.95. Lots of 
25 or more sets, 
5.75. 
If you want to increase 
your profits write for 
our 290 page catalog il- 
lustrating hundreds of 
- bargains in clocks, cut- 
TUXEDO BUFFET SET lery, silverware, ete. 
Write now. Don’t delay. 
JOSEPH HAGN COMPANY 
Manufacturers—Distributors—Wholesale. 


Dept. HA, 223-225 West Madison St. Chicago, Ililineis 


Catalogue 








ROBERT MURPHY’S SONS CO., Ayer, Mass. 














STANDARD SINCE 1865 


For 58 years Priest’s Clippers 
have given universal satisfac- 
tion. None sell so readily to 
Barbers and Horsemen. We 
make both kinds. 


American Shearer Mfg.Company 
Nashua, N. H. 
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Telling and—Selling 


.© 


The surest way in which to sell, 
Most certain and most enterprising, 
Is by that method which will tell 
Folks what you have—much advertising; 
By window, word and printed page. 
If you would keep on—selling, selling 
And make your merchandise the “rage,” 
You must keep—telling, telling, telling. 


If you would keep on making sales— 
Most certain to insure the “keeping,” 
The only way that never fails 
To go on—reaping, reaping, reaping, 
Is by the oft repeated tale. 
The telling, telling, telling, telling— 
Which brings the oft repeated sale. 
The—selling, selling, selling, selling. 


If you_would sell and sell and sell, 
Without the least “diminution,” 
It’s up to you to tell and tell 
Without a discontinuation; 
If you would win to much success 
In the great game of selling. selling— 
You must let folks know what you have 
And keep on—telling. telling, telling! 
William Ludlum 


(Our poetic subscriber, Mr. Ludlum, again takes his pen in 
hand and gives rhythmic and rhymed expression to a cosmic 


truth.) 


The “Associate Editors’ of Hardware Age are “telling”’ you in 
the advertising pages of every issue—what and how to sell. 
There are sales suggestions for you in every advertisement. For 


instance note in this issue— 


Page 

Making Sandpaper a Profitable Item. . 1 
Sales Opportunities in the _ Social 

PN dc cckceee cee nee neen hs 3 

Tools That Sell One Another........ 14 
Business Advantages in a Good Stock 

PTGS. oss daeude cd ek deekveon 15 

Draw More Buyers to Your Window... 39 


Let the Home Canner Ring Your Cash 


PTC TTT TCT Ce ee 42 
Flashlight Bulbs Sell Flashlight Cells.. 77 
Putting Life Into Your Cutlery Sales... 86 


Complete Wrench Department in Few 
amemes Of Spmce ..... sss essees 115 
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The English Derby 


(Continued from page 57) 


We discussed books. She asked if I would care to 
meet her father, who was an author and was writing 
the history of The Hudson Bay Company. I was de- 
lighted, so she stepped to the phone and he asked 
all of us to have luncheon with him on Sunday. 

Well, he turned out to be Sir William Schooling and 
he lives in a big house in Queensgate, the Ambassa- 
dor’s street. Naturally I was surprised and a bit 
worried at this development, but the young couple 
called for me and I found Sir William a perfect host. 
He showed me how he worked on this history and it 
was all most interesting. 

There are rooms in his house with shelves like a 
shop and in these are arranged countless files care- 
fully marked with their dates and contents. These 
are the original records and extracts from these rec- 
ords of The Hudson Bay Company, back to 1667. 

This company was at first a fur company and worked 
under a land grant with sovereign powers from the 
King of England. They were granted all the land 
whose rivers drained into Hudson Bay! It was not 
long before they owned forts, trapping stations and, 
eventually towns and cities. They also owned their 
own fleet of ships. 

At their home office in London, they kept exact, 
beautifully written records of every transaction. 
Captains’ sailing orders were written in books bound 
in vellum and each captain on departing was given 
his minute copy. 

Each head of a fort or trapping station had to keep 
an accurate, well-bound diary of what happened every 
day. These books were sent to London every year and 
have all been preserved for almost three hundred 
years. I read many pages from these ancient rec- 
ords. They are full of romance, and, in some cases, 

of tragedies. 

Some of the old factors wrote about the habits of 
birds, about the wild game, about beavers, etc. Sev- 
eral pages are adorned with crude drawings of birds 
and animals. 

The assistants of Sir William read these records. 
Interesting events are tabulated chronologically and 
from these notes Sir William dictates the history. It 
will be a work of years. 

In 1870 The Hudson Bay Company relinquished 
their charter to Queen Victoria and the Queen gave it 
to the Canadian Government, but The Hudson Bay 
Company retained a fee simple to one-twentieth of all 
the land of the original grant. The company is of 
course enormously wealthy and is still in the fur, as 
well as many other, businesses. 

Many old Canadian families, will be interested in 
this history as they are descendants of the old em- 
ployees of The Hudson Bay Company. 

Sir William said that the records he had of the 
company were worth £3,000,000, or, in our money, 
the neat sum of $15,000,000! 

All the rooms containing these valuable and unique 
manuscripts are double-locked. 

I will have the pleasure of having the young people 
and Sir William dine with me next Friday evening. 

This has been one of the most interesting adven- 
tures I have had on this little journey. 

Another interesting experience in London was hav- 
ing lunch at The Cheshire Cheese in Fleet Street. 
This is the oldest unchanged tavern in London and 
is where the celebrated Dr. Samuel Johnson, Gold- 
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smith and their cronies met and dined for so many 
years in the seventeen hundreds. Here you see Dr. 
Johnson’s chair and the table and place where he was 
wont to sit. I also visited Dr. Johnson’s old house in 
Gough Square, which has been restored as nearly as 
possible to the condition in which it was when the 
celebrated lexicographer lived there. 

A curious thing about this old house is a small room 
just off the front hall where men of the day went to 
have their wigs powdered so the powder would not 
fly all over the house. While being powdered, they 
wore a sort of dressing gown and had a large, funnel- 
like arrangement they held over their faces during 
the operation. 

Once, in Holland, I bought an old shaving bowl of 
Delft, the kind with a curving bite out of the rim. I 
have often wondered exactly how this bowl was used 
in shaving. The attendant at Dr. Johnson’s house 
showed us a similiar bowl of metal, explaining, how- 
ever, that it was not used in shaving the face but 
was held by a boy against the back of the neck while 
the barber shaved the neck of his customer so the 
black hair would not show under the white wig. 

In the wig-wearing days, a man’s head was neces- 
sarily shaved almost all over and so there were two 
kinds of wigs—one, the powdered, curled affair, he 
wore when seeing company; the other, a simpler affair 
called a bag wig, which he wore at home. Many old 
portraits are painted with these bag wigs. This ex- 
plains a difference in wigs which I have often won- 
dered about but never before understood. 

At The Cheshire we had good ale and a delicious 
cheese cooked in a little metal pan and served sizzling 
hot. Why doesn’t some enterprising American caterer 
come over here, learn some of these dishes and give 
us a change? 


Do You Like Your Work? 


T’S not so much what we are doing as it is, 
how well we are doing it. Prominence and 
distinction have always been born of skill 

and perfection in doing and accomplishing a 
given task rather than “being born that way.” 
Little do we have to know about history to 
know that the leaders were all men who were 
hard workers. Their natural ability wasn’t al- 
ways so great. But their persistency and 
dogged will to do a good job was the thing that 
brought them out on top. 

Frankly, is selling the thing you like to do? 
Do you like to be of service to folks, do you like 
to come in contact with people all day long? 
Have you gotten away from your job mentally 
and sort of taken an inventory of yourself? 
Have you stood on the outside and taken a 
glance in and mulled over the situation? And 
what did you decide about your job? 

If you have a hankering for selling, if you 
like to make your money that way, then you 
can do it and make a real go of it. Studying 
selling principles, reading books by authorities 
on selling, you know the difference this makes 
in your selling. 

Make as much of your job of selling as you 
would if you were a builder and your house or 
skyscraper was right on the main street where 
people passed and saw it every day. People 
watch us, and our work. If we make good— 
fine'—Counter Points. 
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Home 
Preserving 


is Coming Back! 


HERE’S a marked revival of interest 
in the great American household 
industry— preserving fruits and putting 
up jellies. Practically every woman who 
enters your store is a prospect for 


EVEREDY STRAINER SET 


Strainer Stand — Filter Bag — Strainer Bag 


Display it on your counter, and show 
women how it takes all the fuss and 
annoyance out of home preserve making. 


FREE TRIAL OFFER 


Send this coupon for an EVEREDY Strainer 
Set. Let your wife try it at home. If it makes 
good, and you decide to send us an order for 
12 or more, keep the Set FREE.*-If not, return 
it at our expense. 


Jauonueunuenmenmmee VAIL COUPON NOW se#e#e2eeeee e088 ™% 


EVEREDY COMPANY 

1 East St., Frederick, Md. 

Gentlemen:—Send me FREE for home trial complete EVEKEDY 
Strainer Set, same to be returned at your expense if not satis- 
factory. 


My Name 


Address 


My Jobber 


THE EVEREDY COMPANY 
Frederick, 


Md. 
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Flokrrhrs 


(Reg. U. 8S. Patent Office) 


WOOD SCREWS 
MACHINE SCREWS 
DRIVE SCREWS 

STOVE BOLTS 


Quality a Service 


CONTINENTAL WOOD SCREW CO. 


New Bedford, Massachusetts, U. S. A. 











Hitch your hack 
saw business to 
the Star and en- 
joy the constant 
demand for. this 
old and well- 
known blade. 


Makers Since 1883 


CLEMSON BROS., Inc. 


MIDDLETOWN, N. Y. 


We have something to tell you about hack saws. Write 








for booklet. 











Maxwell Finds Canaries a Bird of 
a Line 


T possibly may be a little difficult to classify 
| canary birds as hardware, but when you con- 
sider that drug stores are selling sporting 
goods and cutlery and grocery stores are selling 
kitchen ware, a little stretch of the imagination 
as applied to hardware stores is not unreason- 
able. At any rate Guy Maxwell, hardware dealer 
in Sioux Falls, S. D., recently added canary birds 
to his stock for a week’s sale and during the week 
sold around twenty of them. 

By buying a fair sized assortment of bird 
cages, he was able to obtain an advantageous 
price and he immediately put on a week’s sale of 
the cages, featuring them in his window display 
and local newspaper advertising. In order to fur- 


7 


Tew. 
ee 


Le z , heciaioal “ Pi 
Ps me TPE aprtalattiete dh a 

—" m AS peciai€ ae ee a eh es io. SIRDS 

Lig 5 Mapes ee SM a le : FOR 

Z vm ya "23 ; 53 @ ALE 
¢ ‘I re dd Shes - nS > a” ee 





ther advertise his bird cages he called up four 
or five women who raised birds and offered to 
sell for them any birds that they would bring 
down to the store. In his ads he ran the simple 
announcement in large type, “We sell canary 
birds.” 

The fact that several breeders sent birds to 
the store almost gave the display the dignity of 
a bird show and each breeder was active in send- 
ing her friends and acquaintances in to see her 
birds and incidently they also saw the cages. 
About thirty cages were sold during the week and 
a good many of them to people who had not 
previously been customers of the store. 








It’s Not Always Easy— 
To apologize, 


To begin over, To face a sneer, 

To take advice, To be considerate, 

To admit error, To keep on plug- 
To be unselfish, ging away, 

To be charitable, To wear a smile— 


BUT IT ALWAYS PAYS.—Evxchange. 
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Sell Efficient Refrigeration! 


| is When You 
a Sell These Refrigerators 
You Know You Are 
Selling Maximum 
Refrigeration Value 

















| _ cA Few of the Makes of Refrigerators 
C ei Cd Insulated with BALSAM-WOOL 


'Ffinges of dis- 
tinctive beauty 
and Service that 
form the highest 


standard of quality 
and unifomity ~ 
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Wood Conversion Company 
: CLOQUET, MINNESOTA 
g Chicago Office: 310 S. Michigan Avenue 


Manufacturers and Distributors 


Weyerhaeuser Forest Products 


Makers of BALSAM-WOOL Refrigerator Car Insu- 
lation; BALSAM-WOOL Insulation for Domestic 


Refrigerators; and BALSAM-WOOL Insulation for 
] Passenger, Mail and Street Cars. Also makers of 
BALSAM-WOOL Standard Building Insulation. 


MANUFACTURING CO. @ 
anc. ces: 
cle ion h Offi 74 W. LAKE ST. cae C al s ai m-Wo ol 


ERIE’ ~ 47 7 PENNA. 
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Improvement in Vulcan 
Chain Pipe Vise 


J. H. Williams & Co., Buffalo, N. Y.., | 
makers of the widely-known “Vulcan” | 
Drop-Forged Chain Pipe Vises, claim 
they have applied a unique improve- 
ment in connection with this tool. This 
feature consists of lugs projecting be- 
tween the jaws and bridging the gap 
between them. The small sizes of pipe 
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| balls will be seen tightly held in con- 


| locks. 


| tion mechanically operated by keys and | 

















commonly held in Nos. 1 and 2 Vises 
are thus rigidly supported and hence 
cannot bend under strain of the chain. | 
Without the support of these lugs, it 
is claimed, such bending is inevitable. 

This improvement is patented. 

They are furnished in four sizes, for 
1 to 8” pipe. The makers claim od 
are unbreakable, compact, rapid in ac- 
tion and positive in grip. | 





Ball-Lock Key Padlock 


Padlocks using a steel ball principle | 
and said to have great strength are 
being manufactured and marketed by 
the Junkunc Bros., 1145 West Garfield | 
Blvd., Chicago. | 

Mr. John Junkunc is the inventor 
and has had many years of experi- 
ence in designing locks. The principle 
does away with sensitive cross springs. 

By referring to the cut-away on the 
accompanying illustration, the steel 


'out a new model with removable inner 
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frame. A half turn of this thumb 
screw loosens cover so that, when de- 
sired, the pail may be removed for 
emptying with cover on—an impor- 
tant consideration. 

The ingenious arrangement of keep- 
ing the handle on the outside prevents 


cave grooves in the shackle—forced 
firmly into place by the central locking 
plunger. Thus locked, the locking units 
are said to be held solid the entire 
width of lock. 

The shackle is grooved out to hold 
the steel ball which fills the groove per- 
fectly. 

When unlocked, the central locking 
plunger turns a grooved side to the 
steel balls which allows them to roll 
back and release the shackles. 

The padlocks are 10 tumbler cylinder 
The tumblers have positive ac- 
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so constructed that they cannot be ob- 
structed by ordinary rust, corrosion, 
grease or dirt. 

The cases which are in two shapes, 
oblong oval and round flat, are made 
from one solid piece of extruded brass, 
highly polished and have no outside 
pins, rivets or bolts. 

All the shackles are case-hardened 
steel. The locks are guaranteed to 
withstand the weights of 1000 to 4000 
lbs. (according to size of lock) and | 





its coming into contact with refuse 
deposits and is said to contribute very 
substantially to its sanitary qualities. 








Improved Rotating Cookie 
Cutter 


A device called Rollemout for cutting 


still operate satisfactorily. _ | cookies “86-a-minute” has been im- 
All locks are furnished with three | proved and placed on the market by 
keys. 3200 key changes in all sizes| the American Cutter Company, 49 


Oneida Street, Milwaukee, Wis. 

It is said to be constructed with an 
idea of strength, durability and rapid 
action. 

The blades of tempered aluminum 
have curved flanged edges and cut 
vertically as they pass through the 


and are packed one-half dozen in a 


ox. 

The highest quality of materials, 
workmanship and finishing are said to | 
have been used to create and produce | 
these padlocks. 


ee ee 


New Hygeia Waste Recepta- | 


ble Has Removable Pail | 


NNOUNCEMENT has been made | 
A that Hygeia Can Co., 139 Frank- | 
lin St., New York, is bringing | 





galvanized pail, together with other | dough with the sureness of a lawn- 
newly patented features which broaden | mower cutting grass. 
the uses for this product. The white enamel handle is attached 
As may be seen in the iccompanying | to the blades in such a way that they 
illustration the inner pail is so placed | rotate as they slide along which means 
that its rim tops that of the white | that a big batch of dough may be cut 
enameled shell or container, to insure | in little time. 
against refuse falling between inner It is used for cookies, tarts, Parker 
and outer walls, and also to permit of | House Rolls, etc. One dozen is packed 
cover meeting and fitting the inner pail | in attractive folding display cartons, 
tightly. with top that folds back into a display 
A newly patented feature the | sign. Each cutter is wrapped with 
thumb-screw arrangement by which the | label, directions and simple cooking 
cover attaches and detaches from | recipes. 


is 
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Approved! 
by the keenest buying 


brains in the country 


Through unity of effort, 
large scale production, the 
elimination of waste by 
the use of efficient ma- 
chines, the hearty coopera- 
tion of satisfied employees 
and specialization, the 
Tubular Rivet and Stud 
Company has for 50 years 
manufactured rivets that 
are the recognized stand- 


ard in their field. 


AAAAT TTT 


TUBULAR RIVET & STUD 
COMPANY 


BOSTON 


Coast Representative 


J. T. McDEVITT 


Postal Telegraph Building 
SAN FRANCISCO, CALIFORNIA 













































































HARDWARE AGE 97 


Sell This 





Handy Camp Axe 


Oa EINE AO 


(CRECOITE 


Cre-Co-ife 


STEEL T TO 
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All Are Equipped with the 


GRADY WEDGE 


F.) Easy to Keep Heads Always Tight 
Just Tap to Tighten— 
No Tools Required 


Men like this practical axe as well 
as boys. YOU can increase your 
volume and profits with it. Used 
by campers, motorists and house- 
holders as well as 
boys and scouts. A 
strong, handy Axe 
for everyone to have 
around —at a price 
everyone likes. 


The Big Selling Season Is Here! 





For Scouts, Campers and 
General Utility 


Made of Crecoite—that wonderful new tool metal, 
perfected after thirty years of experience. Fully 
guaranteed as to material and workmanship. Rub- 
ber black rustless finish; polished head and edge; 
Forest Green hickory handle. 


This Camp Axe typifies the whole Crecoite line of 
boys’ and men’s Axes, Hammers and Hatchets. 
YOU can sell all of ’em! Liberal dealer’s discounts. 
If your jobber can’t supply you, write us today for 
samples or complete Catalog H. Now! 


MARION TOOL WORKS, Inc. 


Subsidiary of Chicago Railway Equipment Co. 


Marion, Indiana, U. S. A. 
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‘Perfect 


A MR 


The “] ong Distance” Customer 


The fact that a certain station is hard to 
get on his radio makes no difference to 
him—it’s the “programme” he’s after 
and he’s going to get what he wants. 


The fact that your store may be a little 
further for him to go—isn’t the point— ae colt 
“Perfect” Brand Screen Cloth is what | 
he’s after and the dealer who has what 
he wants gets the business. 


Your Jobber stocks “Perfect.” 


UNLVUNUNUCHRUSOVESULOOLUUHUUOYUOUDUUOAETEOAUOODOUSOALOUOAAOSAUGUEAUAOSAAESERUA 


LUDLOW-SAYLOR WIRE CO. 


UUUOUVNUAUTTTD AAA 


AINTED SCREE" 


TMA 





St. Louis, Mo. 























_A Big Seller 
to Boat Owners 


Jeffery’s No. 7 Marine Glue is a big at! _ RL 
seller to boat owners, because it will Wem 
positively make any boat leakproof so {if Yt 


long as the frame is in fair condition. 


‘ 


We do more than guarantee this boat 
glue; we help you sell it. As soon 


JEFFERY’S 


WATERPROOF MARINE GLUE 


we get busy and co-operate with you. 


Send you Dealer Helps, provide you with Interesting 
Booklets with your imprint, circularize in your locality 
and help you in every way. 

It is Nationally advertised—known the world over. With 
your order we send a liberal supply of Interesting Book- 
lets neatly printed with your name and address on them. 
Write for Trade Discounts now. 


L. W. Ferdinand & Co. 
150 Kneeland Street Boston, Mass. 











Sell Him Special 
Automobile Hardware 


You sell the carpenter, the 
machinist, the upholsterer, 
the cabinetmaker, the house- 
a. holder each a different class 
a cee of hardware. 


Why not sell them all the 
one class of hardware which 
“Hit ’em” Nails @/l meed—special Automobile 


by the millions Hardware? 


are sold to : 
motorists and Geta set of Auveco 9 Handy 


used for car Trjm Supplies on your coun- 
upholstery re- 
pairs and re- Cer. Nearly every customer 
placements. needs one or more of these 
. . . . 

Retail  items—special nails and 

tacks; seat, top and door- 

10c panel trimming; fasteners 
and finishing tips. 


And each item is a proved profit maker and volume 
builder in hundreds of up-and-coming hardware 
stores. 











Order a Set of 9 Today— 
Your Jobber Has Them! 


VWelue e Reovdives Ce, 


Manufacturers 


3319 Colerain Ave. Cincinnati, O. 
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CLINTON 


Bronze Screen 


Wire Cloth 


When tthe first 
copper screen wire 
cloth was made it 
was believed that the 
acme of perfection 
was reached, that 
this pure metal rust 
resister was 100% 
efficient. The solu- 
tion of the problem 
of manufacturing 
absolutely rustproof 
and durable screen 
wire cloth, however, 
took the process one 
step farther and re- 
sulted in the produc- 
tion of bronze cloth. 








Clinton Bronze 
Screen Wire Cloth 
is made of wire 
which is an alloy of 
non-corrodible 
metals of which 
copper represents 
about 90 per cent. 
It has the tensile 
strength to prevent 
sagging or bulging. 


FIRED ne ENNR SEAR a 
ee ee 


American 
Wire Fabrics 
Corporation 

Subsidiary of 

Wickwire 
Spencer Steel 
Corporation 


General Offices: 


41 E. Forty-second St. 
New York 


Western Sales Office: 
208 Sowth LaSalle St. 
Chicago 
Worcester, buffalo, Philadel- 


phia, Cleveland, Detroit, San 
Francisco, Los Angeles, Seattle 




















RAWERS that operate at a touch, 
with velvet smoothness—greater 
filing capacity per unit—unusual fire 
protection—and no wearing out. All 
these are Allsteel File advantages. 


Welded construction throughout, 
beautifully and richly finished in 
baked-on enamel, Allsteel Files— 
like the entire Al/steel Office Equip- 
ment line—guarantee you permanent 
satisfaction, at a reasonable cost. 
Write for the new GF Allsteel Furniture Catalog. 
THE GENERAL FIREPROOFING CO. 


Youngstown, Ohio 
Dealers Everywhere + Canadian Plant: Toronto, Ontario 







































































Attach this coupon to your firm letterhead 
The General Fireproofing Co., Youngstown, O. 
Piease send me without obligation a copy of The G F Allsteel Furniture 
Catalog. 
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Made for the Hardware Trade 


The hardware dealer who realizes the ad- 
vantages in buying all his Brushes and 
3rooms from a company who cater exclu- 
sively to the hardware trade will find us the 
right people to do business with. 


Brushes and Brooms 


W ire—Bristle—Fibre 


Whatever the requirements of your cus- 
tomers in Brushes and Brooms for General 
Use—for Automobile Owners and for In- 
dustrial Purposes, remember we can serve 
you promptly and every item in the MIL- 
WAUKEE line is of absolutely dependable 
quality. 

Send for Catalog No. 20. 


MILWAUKEE 
Brush Mfg. Co., Milwaukee, Wis. 


1664 1614 











































Wherever Thermometers 
Rise—Peerless Fans 





The Peerless Electric Company 
Warren, Ohio 





SEN ERATORS 




















__ mat 















































Write for Details 


The biggest gas range idea in years. 
Combines in one unit the kitchen 
cabinet and gas range, affording 
space below for storing foodstuffs, 
pots, pans, etc. Foodstuffs cannot 
spoil because Kab Range and Kab 
Range only (through exclusive pat- 
ented construction) insures against 
it. Has every modern gas range 
advantage-——fifteen selling features. 


Write for catalog and complete information. 


The Ohio State 
Stove & Mfg. 
Company 
Main Office and 
Factory 
Columbus, O. 


Write today asking 
for catalog HA 5 
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Curiosity 
Creates 
Customers 


A good window display is the 
best cutlery salesman you can 
engage. No man can resist the 
glitter of a well-arranged knife 
assortment; it stops him every 
time. Once his interest is 
aroused it’s an easy step to a 
profitable sale; profitable not 
only in the gain from that one 
sale, but in the building up of 
good-will for continued busi- 
ness. 


The merest novice of a win- 
dow-trimmer can qualify with 
the best by taking advantage of 
the display ideas in Hardware 
Age. 
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DIXON’S Graphite 
CUP GREASE 


A high quality lubricant that combines the superior lubricat- 
ing value of mineral oil with the ease and economy of hard 
grease. 

Softer than most greases to insure immediate flow into the 
bearing when the shaft starts, there is no need for the bearing 
to heat up to melt the grease. 

It contains Dixon’s Flake Graphite—the perfect lubricant. 

Recommend Dixon’s Graphite Cup Grease to your custom- 
ers. They will appreciate your service. 









Circular 40-R and dealer prices on request. 


“S\ JOSEPH DIXON CRUCIBLE CO. 
: Jersey City, N. J. <>< Established 1827 








ave trove duced ee rhe nia — - 
Oraure CRO WObryy wrth cart) ore \ = i 
a . it iio 


| .cuP GREA: Sc 





ane 7h al a” ig~ 4 a 
\ | Baie Sf) OS aw ee eee 
§ 2. an {4x 4 \ . -_——— a re i, ‘ eee ——— ae T > th i" Hi 5. 
ary; -| | Aa 0 kn aoe gs mie ail just A a el ty 
se s! P q A% | Lu = Pal “ny 







oy 


. ——a ee 
"7% oe 












ini a 


The Wrench That Answers Every Call for Help 


As a ship answers an S O § at sea, Some prefer the Steel-Handle model, 
so does a Coes Wrench answer every _ but whichever their choice they know 
call for help on land and water and — the Coes Wrench will never fail when 
always satisfactorily. put to the test. 


The shop, the mechanic, the farmer, See that your stock includes the fol- 
the home owner and owners of motor lowing standard sizes: 6”, 8”, 10”, 12”, 
boats all find a real need for the sturdy 15”, 18”, and 21”. Then you won’t lose 








Coes Wrench. sales thru not having the size wanted. 
Ask your Jobber to supply you 
COES WRENCH CO. Selling Agents 
J. C. McCARTY & CO. 29 Murray St., New York 


“In Busi Since 1841’’ 
In Business St JOHN H. GRAHAM & CO., 113 Chambers St., New York 


Worcester Mass. FENWICK FRERES 8 Rue de Rocroy, Paris, France 
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Quality Fittings 


Sherman Hose Couplings are made of 
heavy wrought brass — accurate ma- 
chine cut threads—deep, clean corru- 
gations. A high quality item. Made 
in hose sizes—%", 44", %” and % . In 


cartons for stock. 








Mean Hose Efficiency 


THE SHERMAN WROUGHT BRASS HOSE FITTINGS 


have reached the highest level of quality in garden hose acces- 
sories through years of experience and research in manufac- 
turing. It is to your advantage to carry the best. 


H. B. SHERMAN MFG. CO., 


Patented 


The New Diamond Nozzle. Surpasses 
any nozzle heretofore offered to the 
Trade. It is larger and will throw a 
stream farther and more even. A per- 
fect spray is always assured. Made in 
¥%" size only. 


Battle Creek, Mich. 














Sell Them 
by the set 








Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the user. 











It isn’t hard. Every mechanic needs the entire set in his work, and it 
resolves itself to a question of selling him once or seventeen times. Bring 
out the value of the case, its use in keeping the bits in order and near at 
hand, preventing loss, etc. Try it. 

Forstner Bits are the only bits that are not dependent on a center or a 
level to guide them. They cut from the outer rim. The entire surface is 
at work all the time; no jagged ends; every part of the work is smooth and 
polished, They bore their way through hard, knotty, cross grained wood, 
leaving a smooth hole and clean, polished surface. 

Let us send you catalogues. Order through your jobber or direct. 


The Progressive Manufacturing Co. 
TORRINGTON, CONN., U. S. A. 











OBERG’S FILES 


With the trade marks 
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FULLY GUARANTEED 


Circular Cut Files 





PANSAR 





Are made of the finest Swedish Charcoal-steel. 
Skilled craftsmen all over the world do know 
Oberg’s files as reliable tools worthy of utmost 
confidence owing to their sharpness, great endur- 
ance and uniformity of temper. 


Order from your jobber today, or write 


SCANDINAVIAN 
WESTERN IMPORTING COMPANY 


116 Broad St., N. Y. 


509 E. Hennepin Ave. 
Minneapolis, Minn. 


Coristine Bldg. 
Montreal, Can. 
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& Sons 


Chicago II] USA 
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A GUIDE TO BETTER BUSINESS 


Heller’s Reference Book on Hardware Store Fixtures will 
be mailed free upon request to any Hardware Dealer. 








Every one of the scores of beautiful pictures and every line Cc 

of the reading matter is designed to increase sales in oupon 
rare Stores. : 

Hardware cores ‘ ‘ exe Ww. C. Heller & Co. 

Many of the interesting problems solved in modernizing 

over 2000 Hardware Stores are made clear. Always the Montpelier, Ohio 


Dealer writes, ‘“‘You have increased my sales.’ . Ath h 
The display difficulty that has baffled you has probably al- Please send without charge 


ready been solved in one of these many Hellerized stores. and without obligation on my 


It need bother you no longer. Ask for your copy of part the reference book on 
Reference Book No. <1-A. Hardware Store Fixtures ad- 
W C HELLER & CO vertised in Hardware Age 

. ° ag Magazine. 
Main Office and Factory: NAM€.«.ccccccccccccscccess 


700 Wabash Ave., Montpelier, Ohio 


Eastern Display Room: 
20 Vesey St., New York City 


MEE, 6 cc ceceseceeeseveoanens 























Proved Best by 
Actual Test 


Tremont Hardened Steel Cut Nails 


Free Demonstrator 
Brings Good Sales Sey pa bectagt te 


to a remarkable degree and will no 
bend, crack or twist while being 


The Rose is making a remarkable record of sales for driven. 
three reasons—$1.80 price, perfect performance and a 
counter demonstrator that shows in a second more 
than you could say in ten minutes. 











sideration of the quality of out nails. 


The demonstrator is free to you with your first All these mechanical superiorities 
. . ° ° : make aadmirabdDie selling argumen 
order. Get it from your jobber. Within a short time and in the aateel use, of the nails 
. mseives assures 8 customer 
the Rose will be your leader. satisfaction that is so necessary to 


the welfare of your store. 


Frank Rose Mfg. Co., Hastings, Nebr. fist tntiiacciin iid 


Tremont Nail Company 
205 Lincoln St., Boston 


NAILS 











A Real Opportunity 
To Secure a Well Established Manufacturing Business 


All Equipment, Patterns, Tools, Jigs, Dies, Machinery, Stock and Ma- 
terial necessary to manufacture a fine line of Locks, Latches and Cyl- 


inder Key Blanks. 

This line enjoys a good reputation. Incorporated in 1910, Capital Stock 
$75,000 All Issued. 

This is an excellent chance to obtain a business free from debt. Thor- 
ough investigation invited. Send inquiries to Box No. G653, Care of 
Hardware Age, New York. 























Pareame 


4 . So ees 
ee pe ede es). < 


104 


HARDWARE AGE 





June 25, 1925 





uy aay VY 
—<_J\ : iA WAY 


- Oey REST ts 


No. 9 Challenge 


1ED 


THE MOP SAVING WRINGER 
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TRADE MARK - 
REG. 











Both Styles from One Source 


Jobbers: In the midst of the busy mop selling 
season quick action counts. 

We can ship both Boller and Ezy-Squeeze Mop Wringers 

and Squeezers immediately. 

Buy from one source—save time and the inconvenience to 

two accounts. 

Dealers: It’s easy to sell the Boller and Ezy- 
Squeeze lines of Mop Wringers and 

Mop Squeezers because of their established reputation for 

Satistactory service. 

Your Jobber can now fill your orders promptly from our 

complete stocks of 34 different styles and sizes. 


PETER PjOLLER MACHINE WORKS 


126-128 N. Curtis St. Chicago, Ill. 





Styles and 





Different 


Sizes 











DIAMOND PITCHING HORSESHOES 
































Suggest it to them. 


the family. 


pair. 


Pitchers’ Association. 


beyond question. 


Every tourist should carry a pitching horse- 
shoe outfit. A necessity to limber up after the 
day’s drive. Convenient to carry in small space. 


Horseshoe Pitching, for health and recreation, aS 
is rapidly growing in favor for every member of 


Diamond Pitching Horseshoes are drop forged 
steel scientifically heat treated. ‘hey are sold 


in sets complete with stakes, or with leather b * d k: 
carrying cases holding two pairs; also by the Car this trade-mark: 


Diamond Official Horseshoes conform exactly 
to the regulations of the National Horseshoe 
Diamond Junior Horse- 
shoes for women and children are the same shape 
but lighter and smaller. 


Ask for copies of the folder, “How to Play 
Horseshoe,” to display on your counter. 


Diamond Calk Horseshoe Co. 
4622 Grand Avenue 
Duluth, Minn., U. S. A. 


ciency in operation. 


Diamond quality is 





Genuine Armstrong 


Stocks and Dies 


Are always in working order. They rep- 
resent the utmost simplicity and efh- 





All genuine Armstrong stocks and dies 





Address .Be Sure You Get the Genuine 


The Armstrong Manufacturing Co. 
Bridgeport, Conn. 








sizes 
rPOS! 


[We carry Tacks in all 
‘ieee HOUSENS 1D Pt 


aha »> home a a box 
. ca eece! 9 THEM TO™ 










Selling tacks by LENGTH instead of 
by NUMBER saves time for both cus- 
tomers and clerks, as the size is shown 
on the Display Cartons. 


Dealers can now meet all household 
requirements with about one-half the 
stock formerly carried, as the sizes are 
now graded in eighths instead of six- 
teenths, thus eliminating many unneces- 
ay on which were found to be “Dead 
Stock.” 


Insist on getting Holland and Shelton 
tacks from your jobber. 





' 
rhe Holland Mfg. Co. | The Shelton Tack Co. 
Baltimore, Md. Shelton, Conn. 
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Stationary Tub Wringers 


All Apart- 
ments and 
most new 
houses have 
built-in Slate 
or Soapstone 
laundry tuts 
called Sta- 
tionary 


Tubs. 


The Only 
Wringer to 
use on these 
tubs is the style 
illustrated. Has 
wooden 
clamps which 
hold fast and 
do not dig holes in the tub. Also has reversible water- 
board, which carries the wrung out water to either tub. 





No. 7815 Guarantee 





Keep a stock of these wood clamp reversible wringers and 
sell them to all buyers who have square or stationary tubs. 


LOVELL MANUFACTURING CO. 
Erie, Pa. 
Largest Manufacturers of Clothes Wringers in the World 
Warehouses and Sales Offices 


CHICAGO 


62 E. LAKE ST. NEW YORK 


86 Warren St. 


BOSTON 
52 Pearl St. 
























100Ibs 


e<ae == wi a: 





READING 
CUT NAILS 


72% Greater Holding Power 
Than Wire Nails 


READING IRON COMPANY 
Reading, Pennsylvania 
Also makers of RICO Hard Cut Floor Nails, made to 


drive into hard wood without bending 











For Perfect Team-Work 


Turn your wrench sales into an opportunity to cul- 
tivate good will and build a substantial repeat 
business. 

Feature tools that are adapted to the individual 
requirements of your customer. Point out the many 
advantages of Bemis & Call features that “hold 
their own” against the best. 


Your suggestions are 
an important part of 
merchandising ser- 
vice. Your trade ap- 
preciates cooperation 
and will reciprocate. 


B. & C. COMBINATION 
SERVICE WRENCH 
performs the work of a 
good monkey or pipe 
wrench. Pleases the 
mechanic as well as 
answering every call for 
a handy tool around the 
home. 








Bac 

x() 

SB &£ G&G SCREW 
WRENCH offers real 
improvements. Bars are 
forged from open hearth 
steel with oval front and 
back, giving additional 
stock and strength. 


Handle, frame and bol- 
ster are one pilece. 





Write for complete de- 
tails and prices. 


BEMIS & CALL CO. 


Springfield, Mass., U. S. A. 
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The underworld knows the Keil Lock is no match for 
it. Your customers know the Keil Lock offers abso- 
lute protection of life and property. 


All burglary insurance companies accept it—passed 
by The Underwriters’ Laboratories. 


Better write for illustrated booklet and trade prices. 


Francis Keil 
& Son, Inc. 


401-425 East 
163rd Street 


New York City 
Est. 1876 







Bolte shoot 
out perpen- 
dicularly — 


rest hort- 
zontally in 
locked posi- 
tion. Cylin- 
der pat- 
tern. 























Ball Bearing Furniture Caster 


“Acme” Casters never break or jam. The balls are 
alloy steel, the ball race chrome steel, carefully 
hardened and tempered. These parts are electro-gal- 


vanized, absolutely rust-proof in any climate. The large 
surface ball carries the weight easily and noiselessly in 
any direction. Brass, nickel or galvanized finish. 


From your Jobber: send for Catalogue 





“Roll Along on Acmes”’ 


THE SCHATZ MFG. CO. 
Poughkeepsie, N. Y. 
AGENTS: 
J. C. McCarty & Co., 29 Murray St., New York City 


Cc. W. Gause Company, 693 Mission St., San Francisco, Cal. 
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Moe’s Poultry Supplies 





Moe's Dry Mash Hopper Grit Feeder 


A great many of your customers raise “Back Yard” poultry 
and need the right fixtures to care for them properly and 
economically. 


“MOE’S LINE” meets all requirements, is popular with 
poultry raisers, and is a complete, satisfactory, and profit- 
able line to sell. There is a steady all year around demand 
tor Moe's Good Poultry Supplies. 


Write for catalog, or ask your Jobber. 


HOEFT & COMPANY, INC. 


Manufacturers 
2305 Davis St. North Chicago, Ill. 















P | CUSHION 




























































— + af LV MODERNIZE 
aaa y STORE METHODS 
CE I : i 
HFSS! To provide adequate storage facilities for 

— shelf stock—to make it pon and con 


venient for clerks and stock men to handle with 
absolute safety—to insure quick service for whole- 
sale or retail trade — install one or more 
OISELESS CUSHION TIRE STORE 
Deep tread steps, full length hand grips, rubber tires, 
overhead track system, firm construction throughout, 
eliminate vibration and noise and produce a ladder 
of ample strength for safety, convenience and 
efficiency One style only—neat of design— 
attractively finished —any height — 
easily i most 
requirements, 
On request. 




































Through our national advertising we have 
convinced poultry people everywhere that it 
pays to 





with cheap incubators and_ to 
hatch strong, healthy chicks that 
live and grow with Queen Incu- 
bators. Ask us how we can help 
vou sell more incubators. 

















124 Nerth 14th St. Lincoln, Nebr. 


\ nat xen INCUBATOR COMPANY 
1 Ss 


Mes 
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The Improved air duct increases the heating gs 
capacity about 30 per cent in our ~ RUBB : eae F 
: _ ER, Te : 


Roms ae 


ae 5a 





WASHINGTON 
HOME FURNACE 


Placed above the floor, hence saves 
the cost of digging cellar. 


Produces circulating, moist heat for 
five to seven rooms. Only stove or 
furnace ever built without name plate 
or advertisement on the outside. 


(Name is molded on the inside of 
front door.) 


Beautiful grained mahogany finish 
harmonizes with finest mahogany fur- 
niture. (Also in plain finish for one- 


third less.) Made in the same plant e ° 
in which we manufacture 100,000 
Washington Stoves and Ranges an- ul er air ] Me 
nually. Can ship promptly, as we 


now manufacture fifty furnaces per 








day. . “~r . . 

" of six different styles and sixteen dif- 

Hot Blast Fire Box ferent sizes in a neat showcase display 

i box. They prevent injury to the 

ter n. ost ° FP 

meee pr getline Aye floors and muffle noise without leav- 

structed furnace now on the market. ing a mark. 
Gives the consumer an excellent value — , 

“No—This is not and the retailer a handsome profit. Our Catalogue shows our complete 

a Victrola” Satie tte te coe aoe line of rubber spectalties with prices. 
Patent No. 12494 plan; your district may be open. Send for it. 


Dudley C : : 
my ee Elastic Tip Co. 


“We melt more than 100,000 pounds of 370 Atlantic Ave. Boston 

















Hose Dries Thoroughly 
On This Practical Reel 


See the corrugations 
on the drum. The air 
circulates all around 
the hose—dries hose 
thoroughly and  pre- 
vents rotting. That’s 
why the 


DONLEY 
ALSTEEL 
Hose Reel 


is so eagerly sought— 
it’s made right. Be- 
sides, hose can’t kink 
or crack when kept on 
this reel. And it’s as 


Display Shelving Was 





PRACTICAL way to get emma beautiful as it is prac- 

better display and make tical—finished in green 
greater pro‘ ts in your store is to enamel. 
install Lupton Steel Shelving. Capacity 100 ft. of %” 

a oo . hose. Sells as soon as 

It not pee? ma*es € re adver displayed. If your 
tising and increased efficiency Jobber cannot supply 
easy for you, but cuts your depre- you—write giving his 
ciation costs, from the day it is name and address. 
installed. 

Write for catalogue The Donley Manufacturing Co. 

DAVID LUPTON’S SONS CO. 10585 Quincy Avenue 
2235 E. Allegheny Avenue Cleveland, Ohio 
PHILADELPHIA 
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Give them PHENIX QUALITY 
In Screen and Storm Sash 


Hangers and Fasteners 
Phenix Storm Sash Hangers and 
Fasteners are me ey handiest, eas- 
iest applied, most 
efficient--that’swhy 
they sell best. New 
improvements put 
them in a class 
of theirown. Write 
to-day for Catalog 
showing full 
Phenix line. 
Samples free. 











Sold by all leading 
jobbers. 


ce 
No. 115 Fastener 


PHENIX MFG. CO., 032 Center St., Milwaukee, Wis, 


The ALLEN MFG. CO 









_ ALLEN Safety Set Screws 


30% Extra Strength over broached hollow screws 
—the only other kind made. By a patented 
process we increase the density of the steel 
around the socket-holes, so that even the smaller 
sizes will stand all the strain the best made 
wrench can apply. The Allen process makes 
deep, perfectly-formed socket-holes—no chips in 
the bottom. The entire length of the ALL N of 
utilized either for solid metal at the point, or depth of socket 
for the wrench. All sizes in stock from % in. to 1% in.; 
any length, point or thread. Also Socket-Head Cap 
Screws, Tap Extensions and Socket Wrench Sets. Dealers: 
Write for catalogue and sales proposition. 


139 SHELDON ST. 
*HARTFORD, CONN. 

















MILBRADT 
LADDERS 


Will pay for themselves in a 
short time by enabling you 
to wait on more trade, save 
the wear and tear on your 
fixtures and goods, as well 
as bring the appearance of 
your store up to date. 


Write for catalogue show- 
ing a large number of styles 
suitable for all kinds of 
shelving. 


Milbradt Mfg. Co. 
2411 N. 10th St. 
St. Louis, Mo. 

















on ae Gaw 
[1c roms 


dis 


Ice Tools and other 
equipment for every ice 


handling purpose, A large 
stock always on hand to 
promptly meet your re- 


quirements. 
Write for complete price 
list and discount sheet. 
GIFFORD-WOOD CO. 
| Main Office & v Works: 7 Hill 8t., 


N. Y. 
New York, Boston, Chicago, Pittsburgh 


Ln 


bl i 

















Ensign Bickford is the ORIGINAL 
safety fuse—tested and tried by 
time and experience. 


We manufacture various 
brands of fuse, amon 
which you should fin 
one adaptable for your 
work. 


. ty eT 
iiacietetnemenemeenteeta cnahaaiaiaiaall 


The Ensign-Bickford Co., Simsbury, Conn., U. S. A. 





American Steel & Wire 





Company 


Chicago, New York, Boston 
Denver, Birmingham, Dallas 
U. 8S. Steel Products Co. 
San Francisco, Los Angeles, 
Portland, Seattle 





WIRE 


BARBED: Ellwood Glidden, Am. Glidden, Am. Special, 
Waukegan, Baker Perfect, Ellwood Junior, Lyman. 

aoa aad Rs a ree "TACKS, Hot Galv’d Nails. 

ZINC ULATED FENCES: American, Royal, Anthony, 
U. S., Ban Steel Gate 

BANNER (former! Arrow) STEEL ‘POSTS. 

CONCRETE REINFORCEMENT. 

BALE TIES: Old reliable brands. 

TELEPHONE WIRE 





WIRE for every purpose. 


Quick Delivery. Write us for selling plans. 

















Hnow"GABRIELS' 


pBRie 





G 


PRODUCTS by Camparisan 
GABRIEL STEEL COMPANY 
BELLEVUE AVE. DETROIT, MICH. 











UNIVERSAL 


BOX STRAPPING 


CARY MANUFACTURING CO. 
Manhattan Bridge Plaza, Brooklyn, N. Y. 
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TRA MARK 
?? DE 











or “ “BrushvNu Bill” says:~ 
Yi eCnNnsen “Does a 24 Hour Job 
REG XD u & PAT OFF | in Ten Minutes” 


Fast 10c Seller 
rush-Nu 


five fiunuie . : 
Paint Brush Cleaner | jor nc, 
\ SALESMAN. 


$.50 For Two Dozen. | 
ORDER A SAMPLE CARTON OF 
YOUR JOBBER OR WRITE DIRECT. 


BrusheNu Co. 


BALTIMORE MARYLAND 
WAREHOUSES CHICAGO _ SAN FRANCISCO 


Quality Hand Screws 
Are asked for by 
name, 

Display them and sell 
them. 

Catalogue “B” gives 
complete information. 
Ask us for 8” x 10” 
Counter or Window 


Display Cards. 
ADJUSTABLE CLAMP CO. 


216 N. Jefferson St. Chicago, Illinois 
Hammacher, Schlemmer & Co., Distributors in New York. 






































The Mechanic Has Learned Ae 
from Experience om 
His torch is now expected to be TRADE- MARK 


m@ trouble-free and dependable under SAMSON CORDAGE WORKS 


every condition. 
The Detroit No. 2 has given unfail- BOSTON, MASS. 


ing service and is, without question, 
the most popular torch you can handle. SASH CORD 
Write your Jobber for full details 
f 4 J SAMSON SPOT, PHOENIX, and SACHEM BRANDS 
of complete line. 
Clothes Lines, Masons’ Lines, Shade Cord 


Detroit Torch & Mfg. Co. Awning Line, Dumb Waiter Rope, etc. 
Detroit, Mich Send for catalog and samples 
+ J . 


New York Office: 45 Warren St.; Canadian Rep., BRAIDED CORDS - Ol O 8 is uO), TWINES 


. George P, Fraser, 39 Tyndale, Toronto; Kettmann 
Capacity—1 Quart. ¢& ‘Ten byck Sales Co., 2131 E. 9th St., Los 
Weight—3% ibs. Angeles, Calif. 

















nee 


For Radio Fans Or Auto Owners Osborne High Grade Punches 
This little 19 pound Rock Island Vise has the O oO — . 








“Strength of Gibraltar” and is just right for radio 








and automobile work, as | 
well as ae home re- Belt Punches Arch Punches 
» -egtaen eg Spring Punch R i 
. nches evolvin 
Made with swivel base and Poms & Punches 
3% in, Jaws which open to A varied and attractive line for the Hardware Trade. Also: Leather 
4 ins. Attractive bright a Trimmers’ and Upholsterers’ and Plumbers’ Tools of superior 
. quality. 
Red finish. , The above tools will please your customers, as well as our famous Round 
It sells readily, pays a snug = Oval Punches. iad is - evn 
b h xperience, 
ine and pleases thor- ounia cae eitied workmen on use ‘the finest "“auaille "af materiole in 
ougniy. making our pi “ducts. 
Write for trade-prices. okt back of every tool we make. Try us. Write for Catalog 
ROCK ISLAND MFG. CO., ROCK ISLAND, ILLINOIS C. S. OSBORNE & CO... NEWARK, N. J. 
ESTABLISHED 1826 


























Russell Jenning 
Auger Bits 





BURNLEY 


The Soldering 


; 





Paste that has ti ——_, Ras 
‘on Vine satisfied cus- Yjj7.4 Satisfied 
Le Bee A Y tomers for over Z ts 4 Customers 
— ZG, Profitable 
Sample free. ; lj Sales 


BURNLEY BATTERY & MFG. Co. | [YJ s Mfg.Co, 
NORTH EAST, PENN. all hester, Conn. 2182 
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Classified Opp 


An Effective Low Cost Contact with Hardware Man- 
afacturers, Manufacturers’ Agents, Jobbers, Jobbers’ 
Salesmen, Salesmen. 


Retailers and Retail 


No illustrations accepted for these pages. 
Allew seven words for Keyed Boz Number Address. 








June 25, 1925 


ortunities 


Set Solid, Minimum 50 words............... seeetcoesee ses 


Bach additional word..............e.. oseeeseeceeoese ° —— 
All Capitals, Minimum 50 words.............cccccccccccee 4.00 
Each additional Dit tueeeceoe sess S60 eesenvece coscce 6D 
S Be FUE ecnbsbewncebeoccescesece (euéosessenewa oo 6.00 
Bach additional inch. [SiC ehoobtenbhadetenedh sects ++ 4.0 


4 insertions, 10% off; 8 insertions 15% off 
Remittance Must Accompany Order 
50% off the above rates for Positions Wanted Advertisements 





Business Opportunities 








! We have special facilities for bending 
} and forming steel tubing in size up to 
1” OD. Our equipment is also especially 
adapted to machining small cored mal- 
leable or forged stee) parts. 
Where the above material . DS ge 
im polished and nickel plated fi our 
gy for doing this work a es 
a low cost are very favorable. 
on have complete marketing connec- 
tions for products of this character if 
necessary. 
Your inquiries will receive prompt at- 
tention, and —_ and workmanship 
ranteed. 


Chicago Handle Bar Company 
SHELBY, OHIO 
Established thirty years 














FOR SALE—To close an estate—a hardware 
store well situated in Northern Tennessee town. 
Steck in yee condition—will inventory be- 
tween $5,000 and $7,000. Good opportunity for 
a live merchandiser. Address Box G-640, care 
of Harpware Acre, New York. 





FOR SALE—Hardware business in center of 
retail district, Orlando, Fla. Good growing 
business and six year lease on building. Good 
reason for selling. This is the best opportunity 
= — Address BOX 548, Winter Haven, 

orida 





FOR SALE: One of the best exclusive _build- 
hardware and paint businesses in Florida. 


ers’ 
$200,000 business last twelve months. All 
factory connections. $25,000 will handle. Ad- 


dress immediately, W. E. FROST HARDWARE 
& PAINT CO., West Palm Beach, Fla. 





FOR SALE—BEST HARDWARE STORE in 
Central Kansas; established 1908, good earnings 
every year. Live growing town—6,000. Fine 
clean stock hardware, paints, stoves, $25,000; sales 











$100,000. Owner’s health failing. Cash only, 
no trades considered. May carry part. Live 
going business, little ee Address Box 
G-657, care of Harpware Ace, New York. 

FOR SALE: The most beautiful hardware and 
sporting goods store in Eastern Massachusetts. 
Doing over sixty thousand dollars business. If 
you are looking for a store well established, this 
is a snap. Reasons for selling will be given upon 
inquiry. Twenty miles from Boston. Address 
Box G-661, care of HarpWARE AGE, New York. 

FOR SALE:—Hardware stock and fixtures to 
invoice about $8,500.00. Located in rapidly 
growing Ohio River town of 3,000 population. 
Only stock in the town. Low rent. Address Box 


G-656, care of Harpware AcE, New York. 

WANTED — HARDWARE BUSINESS in 
town of 10,000 or less, located in Southern New 
England, New York or Pennsylvania. Address 
L. W. Lyman, Mount Kisco, N. Y. 





Business Opportunities 


I HAVE IN THE NEIG HBORHOOD OF 
$10,000 to invest in established paying business. 
Would consider partnership. Prefer location in 
Southern or Western towns. Have had long ex- 
perience; best references given and _ required. 
Address Box G-659, care of Harpware Ace, New 
York. 























| BASIS. 

















building in the 
Large store and 
upper loft 


TO LEASE—Entire corner 
heart of the hardware district. 
basement, wonderful for display room— 


very light—can be used either as an office or 
stock-room. Will lease loft separately to a_ re- 
sponsible firm if desired. 90 Lafayette 5St., 


Franklin 2979. 


FOR SALE AT A BARGAIN—A retail hard- 
ware store outfit of Teller Store fixtures. Shelv- 
ing, desk, counter, etc. ‘or sale at a great 
sacrifice as we have no use for fae fixtures. 


WALBRIDGE & CO., Buffalo, N 
FOR SALE—Hardware and crockery store— 








good business, $7,000. Owner in poor health. 
Write, BOX 747, New London, Connecticut. 





WANTED HARDWARE STORE location in 
Central Ohio. Must be gilt edge location and 
show good turn-over. Prefer smaller town loca- 
tion and in good rural district with stock around 





$15,000. Give full details as to stock, building, 
volume of business, competition, etc. Address 
R. L, Doak, Fresno, Ohio. 

RETAIL STORE WANTED—Will purchase 


going, well-located hardware business in town of 
35,000 or more within 150 miles of New York 
your reply—in- 








City. Give complete details in 
clude photos if possible. Address Box G-655, 
care of Harpware AcE, New York, 
Help Wanted 
WANTED—SALESMEN. Well acquainted 


with retail hardware trade for states of Texas, 
Wisconsin, Oklahoma, for well known tool line. 
Address Box G-648, care of Harpware AGz, 





New York. 
SALESMAN WANTED—Eastern Pennsyl- 
vania hardware jobber requires experienced 


salesman for New Jersey. Address Box G-647, 
care of Harpware Ace, New Work. 


WANTED—A FIRST CLASS MAN _ who 
can take charge of Hardware department, ad- 
vertising, and window trimming in retail hard- 
ware store. Address Box G-639, care of Harp- 
ware AGE, New York. 


HELP WANTED—One or two experienced 
builders’ hardware salesmen, capable of estimat- 
ing contract work. Unlimited opportunity with 
large house in Middle West. dress Box 
G-623, care of Harpware Ace, New York. 











SALESMAN WANTED TO SELL INCAN.- 
DESCENT LAMPS ON A COMMISSION 
GOOD OPPORTUNITY. ADDRESS 
BOX G-654. CARE OF HARDWARE AGE, 
NEW YORK. 


Help Wanted 


SALESMEN WANTED FOR ALL PARTS 
OF COUNTRY and Canada to sell our line of 
sockets; ratchet and speed. Our salesmen now 
making between $50 and $60 per week. Address 
dl Angeles Tool Company, Jamestown, New 

or 











SALESMEN WANTED—Calling on hardware 
and painters’ trade—all territories. Good com- 
petitive line of brushes. State experience and 
references. National Brush Co., 107 Greene St., 
New York City. 


Positions Wanted 


POSITION WANTED—I would like position 
with a factory. Was with Simmons Hardware 
Co. several years; first as road salesman, then 
buyer for several years and for the past 4 years 
have been connected with a factory in buying and 
selling department. This factory recently retired 
from business. I can furnish the very best = 
references and any number of them. Would 
fer a position in some factory in buying or sel oe 
department or would consider traveling, either 
salary or commission. Middle-West, Southern or 
Western territories preferred. Also would con- 
sider taking good territory on established line and 
representing factory direct on commission or 
handle accounts myself. I have some cash to 
finance good proposition. I have large acquain- 
tance with jobbers and dealers in lines of hard- 
ware, sporting goods, cutlery, auto goods, etc. 
Address Box G-660, care of HaArpware Ace, New 

or 


HARDWARE 
with twenty-five years’ 











EXECUTIVE (Wholesale) 
experience as buyer and 
sales developer. With large jobbers in Southern 
and Western States (St. uis). Have the abil- 
ity to take charge of general line hardware, 
cutlery, sporting goods, builders’ hardware, etc. 
Would like to connect with manufacturer or 
live jobber. Highest business references. Ad- 
a Box G-637, care of Harpwarge Acz, New 
or 


Sales Accounts Wanted 


YOU CAN HAVE your branch office in New 
York free of charge. For several years I have 
been New York manager of two hardware manu- 
facturers and have customers among the best 
jobbers and exporters. Have college education, 
know several languages, traveled extensively here 
and abroad. Am looking for connection where 
ability to manage affairs and meeting buyers— 
big or small—counts more than missionary work. 
Expect no drawing account, commission only. 
— Box G-663, care of HARDWARE Acer, New 

ork. 














Let Us Help You Word 
Your “Want.” 

















SIDE LINES FOR SALESMEN 


Many good salesmen are looking for profitable “Side Lines” 


to handle. 

What have you to offer? Give details—insert your ad in the “Classified 
Opportunities Section” of this paper and you’ll be reasonably sure to find s 
reliable salesman to represent you. 
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Sales Representatives Wanted 


Sales Representatives Wanted 





WE REOUIRE THE SERVICES of one or 
more experienced hardware men who are well 
acquainted with the more prominent hardware 
jobbers throughout the country to introduce the 
service of a new and well financed Hardware 
Catalogue House located in the East. The trade 
is ready for new ideas and real competition in the 
making of catalogues. Full opportunity is offered 
for a thorough investigation of our plant, our 
organization and our resources. Permanent posi- 
tions, with excellent opportunities for growth and 
substantial earnings, are offered to a few men 
who can make the grade. Address The Catalogue 
Department of the Brooklyn Daily Eagle, 305 
Washington St., Brooklyn, New York. 





WANTED SALESMAN—Familiar with retail 
and hardware jobbers, to carry established 
line of hardware specialties. Advise territory 
and lines now carried. Liberal commission. Ad- 
dress Box G-658; care of Harpware Ace, New 
York. . 


WANTED—ESTABLISHED SALES REPRE- 
SENTATIVES for tool line on strictly com- 
mission basis to call on hardware and automobile 
accessory jobbers and large dealers in the states 
of Louisiana, Mississippi, Arkansas, Texas and 
Oklahoma. Address Box G -662, care of Harp- 
WARE AcE, New York. 





side 





wanted to sell 
and general store 


SIDE LINE SALESMEN 
staple line to retail hardware 


trade. No samples to carry. Pocket list. Well 
advertised line that sells freely and in volume. 
Well known in the trade, Commission only. 
Write to Sales Manager, 525 N. Ada St., 
Chicago, stating territory you cover, lines 


handled and references. 





SIDE LINE “$1. 00 LEADER”: Want sales- 
man to sell our “Six for One Household Brusb 


Set’”’ to retail trade on commission. It is a new 
special for dollar day sales. Jean Caro Prod- 
ucts Co., Freeport, 


Sales Representatives Wanted 


SALES REPRESENTATIVES WANTED— 
Reliable manufacturer, leader in its field, offers 
ten per cent commission on well known, well 
advertised line. Samples only need small space 
in grip. This is an exceptionally profitable side 
line for salesmen covering the hardware trade. 
Address BELLWETHER CO., 234 S, Wells St., 
Chicago, Il. 








IF YOU REPRESENT MANUFACTURERS 
and are calling on the dealer trade, electrical 
and hardware, and cover your trade frequently, 
we may have a number of income-producing 
items that you can sell your regular customers 
on a straight commission basis. Write us what 
you are now selling and where, and we will 
tell you what we have got and how much. Ad- 
dress Box G-638, care of Harpware Acs, New 
York. 
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Q. Lindemann & Co. 










Leaders in their line 





Rome Copper Utensils have over 
30 years of “Know how” behind 
them. For profit and quick turn- 















Imitated But f 
Never Equalled 





The Fred J. Meyers Mfg. 
Hamilton, Ohio 








a Se rrar®) ren over, carry them. AED 
CAGES Write— (ROME) 
Established 1863 ROME MFG. CO. wasy « 
35-37 Wooster Street, New York Factories and offices, Rome, N. Y, 
THE GENUINE 
HUNTER’S SIFTER 
The Standard of the World Since§ |J 60 20) Wes 
is ing ” — This modern heating plant requires no basement, yet it heats the entire 


house. 
Co. 














It takes up little space and is as attractive as a fine piece of 
furniture. Write today for our dealer proposition. 

THE FOX FURNACE COMPANY 

Largest Makers of Heating Equipment 


ELYRIA, OHIO 




















“They Have a 
Bull Dog-Grip” 


Manufactured by 
U. S. Clothes’ Pin Co., erent Ve. 





Sales Dept 
1015 Union Bank Bide. 





Pittsburgh, Pa. 








The “TORREY” 
A Real Man’s Razor 


Send for Catalogue of Full Line 
J. R. TORREY RAZOR CO. 
WORCESTER, MASS. 








Economy 
Hose Attachments 


For connecting hose to smooth 
faucets. Slips on and off easily. 
Economy Mfg. Co. 

Germantown Ave. 
Philadelphia, Pa. 











MANUFACTURERS 
What have you to offer itn the way of quick 
selling merchandise? Lat ene of thene *“‘qmall 
card’’ advertisements help you increase your 
— The eost ie only $8.00 per inser- 


HARDWARE AGE 
239 W. 30th St. New York, N. ¥Y. 








American Can 


{RON 





American Can Company 








Oil, Molasses and 
Dairy Gates 
Perfection Pattern. 
Made in All Styles. 


Syracuse Stamping 





Oo. 
Syracuse, New York 


SILVER LAKE 


SASH CORD 


NET WEIGHTS FULL LENGTHS 
Sliver Lake Co., Newtonville, Mass. 




















Send for our Catalogue of 


GRANITE 
CUTTING TOOLS 


Trow & Holden Co., Barre, Vt. 








J. L. THOMPSON MFG. CO. 
Waltham, Mass. 
‘Tubular and Bifurcated 


=RIVETS=— 








‘ELEVATORS 
DUMBWAITERS 


Write for our catalog 
Energy Elevator Co. 
211 New St. Philadelphia 








“AXES SCYTHES 


a since 1812, Axes since 1800 


RIXFORD MFG. CO. 


East Highgate, Vt. 


CRAYONS 


FOR BVERY PURPOSE 


| STANDARD “‘panVers, Mases. 
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INDEX TO ADVERTISERS 











THE ADVERTISERS’ INDEX is published as a convenience and not as a part of the advertising contract. Every care will be taken to index eorrectly 


No allowance will be made for errors or failure to insert. 
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RADIATOR ENAMEL 


PHOENIX PAINT & VARNISH COMPANY 


124 Market Street, Philadelphia, Pa. 





_DEALERS WANTED EVERYWHERE 


TAN 
mT 

iynaseezec A 
Ask for Catalog 


THE STEWART IRON WORKS CO, Inc., 225 Stewart Bleck, Cincinnati, O. 


Iron Fence, Gates 
' Lawn Vases 
Settees 
i General Iron 
and Wire Work 


l CHAIN-LINK 
WIRE FENCE 







































































Robertson “Horse Shoe Magnet" Hammers 


Permanent magnet which holds 
the tack in position for driv- 
ing. Awarded the Silver Medal 
(the nighest a a at the | cs Pacific Exposition. 
Good profit. Write for price list. 

Name and design trade marks _ U. 8S. Pat. Off. 


ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 























The — ae Company 





Socket Knocked Down 
Wrench Bench Legs 
Sets In Cartons 
New Britain Connecticut 

















S TR A T TO Plain * ——— in 
HANDLES 


For Small Tools, Utensils, Electrical Goods, Ete. 
Enameling, both baked and air dried. 


STRATTON MFG. CO. Stratton, Maine 














“VICTOR” CLIPPER 


Send for Catalog 
ROBERTS MFG. CO., Somerville Station, BOSTON, MASS. 





99 
HACK “TUE NOX” saws 
5 NN RD 
“The Toots in Lhe Plaid Bar” 
AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


HACK SAWS - BAND SAWS — SCREW ORIVERS - GLASS CUTTERS 
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Superior Quality, Rigid, 


& 
Sturdy, Dependable. RNIFE wang E WRENCH 
Literature? New York BUFFALO Chicago 











Welding Compound is best by every 
test. Makes welding of any steel as 
easy as Iron. Stock it and increase 
your sales. 


Made only by 


ANTI-BoraAx COMPOUND Co. 
Fort Wayne, Ind. 





@AT MAY 27,1908 














Fly Screen Cloth 


Attractive finish, durable 
quality. We can fill your 
orders promptly. 


Write for prices. 
Bronze 


and Copper Spargo Wire Co., Rome, N. Y. 

















Makers of Every 
* Kind of Screw, 
Nut and _ Bolt. 


The Corbin Screw Corporation 


The American Hardware C orporation, Successor 
229 High Street New Britain, Conn. 


Western Factory: Dayton, Ohio 

















i. 











THE FOWLER & UNION 


HORSE NAIL CO. 


HORSE SHOE NAILS 
OF HIGHEST GRADE 


Plant of 
1000 MILITARY RD., BUFFALO, N. Y. 








Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 


CALDWELL MFG. CO. 


9 Jones Street Rochester, N. Y. 














BROWN & SHARPE [TOOLS 


[ aor Ne arly iO Years | iaac eek bx en No 


Substitute for Brown ®& Sharpe Quality 
* 
Send for Small Tool Catalog No. 29 
BROWN & SHARPE MFG. CoO. 
PROVIDENCE, Be 4c 4 a PT 











Be Sure of the Seeds You Sell 


Assure yourself of satisfied customers and 
build up a steady trade with dependable, 
tested seeds. 

Be prepared to meet the demand. Write us for our 
prices on Garden and Flower Seeds. We will also 
quote you on Mixed Lawn Grass Seed. 


D. Landreth Seed Co., Bristol, Pa. 
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CONOMY —with. the 

quality of the roof be- 
vond question—is our rea- 
son for preferring the Carey 
Asfaltslate Shingle. 


This shingle is made in a big 
size, 10 by 1534 inches, which 
allows a 5 inch exposure and 
vet produces a three thickness 
roof. This allows us to make 
a roof that will protect and 
stay on, and at the same time 
not a single needless penny 
goes into it. We save nails 
and time. 


Houses cost much these days. 
Most building materials are 
high. But the Carey Asfalt- 
slate Shingle provides a really 
excellent roof at a very rea- 
sonable price. By using this 
shingle we have a roof that 
will not curl, a roof that will 
protect, a roof that looks 
good, and we deliver it at a 
price which pleases the buyer. 
And the way the slate is ap- 
plied to make the surface of 
this shingle assures a rich ap- 
pearance. Lots of people re- 
mark about the appearance of 
the roofs we put on. 


Signed—CLARENCE HILLMAN 


Thia is one of a aeries 
of statementa by lead- 
ing buildere. 


























Here is the Economy 
Your Customers Want 


HEN a builder comes to you 

for shingles he wants qual- 
ity—selling advantages for the 
homes he is building—vet he does 
not want to pay a penalty to get it. 
Offer him the Carey Asfaltslate 
Shingle and you supplv this de- 
mand. The statement at the left 
shows what leading builders think 
of “the Shingle that Never Curls.” 
You'll build more business with the 
Carey Asfaltslate Shingle. Send 
the coupon for information and 
sample. 


The Philip Carey Company 
521-541 Wayne Ave. 
Lockland, Cincinnati, O. 





ASFALTSLATE 


SHINGLES 


SHINGLE THAT NEVER CURLS: | 










Carpenters recognize at 
once the superiority of 
this 50% larger 
shingle—that gives a 
5-inch exposure and 
makes a 83 thickness 


u roof 
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THE PHILIP CAREY COMPANY 
521-541 Wayne Ave. 
Lockland, Cincinnati, O. 


Gentlemen: Please send copy of ‘‘Be- 
fore You Build’’ booklet and sample to 


Name se eeeeeeeneee eeneeseeeneeneeeeentee 
Firm peeseeéuscee eesetede Gense 
DE dew éuebedeteeebeécede ecccece 
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TART YO Snap-on assonrmin 


P SOr nets and Handles Ac Need 


Snap-on Snap-on 


Socket Wrenches Socket Wrenches 


paaeaee 
92408 
TELL 


We are pioneers in equipping the dealer 
to supply—easily and accurately—the 
tools car owners vitally need. Display 
this box on your counter. The card in 
the lid tells the service you can render 
with the Snap-On line. 










| gent Win FOR THE BUICK 
| Us Speciticatign engineer 3 ft 
; lo Hove if! 
The Correce so™ Datich We Senne’ 1 
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A Complete Wrench Department 
in a Few Inches of Space 


The Snap-On Sales Plan is made to order for the 
busy hardware dealer: 


1. No technical knowledge is required on your part to make a 
big success with a Snap-On department. Complete information 
to render a most unusual tool service to your customers is con- 


tained in the ‘““‘What Car Do You Drive?” book. 
2. You invest no money in ready-made sets that don't sell. 


3. You make up individually selected sets from stock that do 


sell, because they meet the needs of each customer. 


4. You receive full protection on discounts and resale prices. 
Your profit margin is liberal. 

Write for information about the astonishingly small initial in- 
vestment which brings this handsome, sales-producing display 


cabinet to your store free. 


Snap-On Wrench Company 


Manufacturers Milwaukee 


Motor Tool Specialty Company 


Sole Distributors—14 E. Jackson Blvd., Chicago, III. 


Distributing Branches in 17 Principal Jobbing Centers 


hap-on 


INTERCHANGEABLE 


Socket Wrenches 
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OMMUNITY craftsmen consider the new Hampton Court Design their greatest achievement. The 
impression of sumptuous magnificence which it creates is due to the gorgeous richness of its 
ornamentation, unlike anything heretofore produced in modern silverware. For these reasons it 

should prove the most popular of a// Community Designs. The Hampton Court rounds out and 
completes the Community line, giving your customers an unequalled choice of approved designs. 
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Your wholesaler will have a complete stock of this new design Se | 
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Three BIG BOOSTS 


for Summer Sales_ 


RCA Leadership 


which means public confidence, readier buy- 
ing. [his leadership is recognized not only in 
the quality of Radiolas and Radiotrons, but 
in the many contributions of RCA to radio 
progress—including broadcasting. 





A Summer Campaign 
that started on May 16th with a series of 
six Saturday Evening Post pages in five 
weeks. The campaign, in periodicals of 
many types, will sell Radiolas for the 
dealer straight through the summer. 


The New Portable Radio 
Super-Heterodyne in two models. These 
sets make ready prospects of the men who 
own motorboats, automobiles, summer 
homes and camps. They will open new 
markets—bring in new profits. 


Radio Corporation of America 
Chicago, III. New York, N. Y. San Francisco, Ca). 












Radiolc 


REG. U.S. PAT. OFF: —¥F > 


PRODUCED ONLY BY RCA RCA 






































Don’t mind 
sticky fingers. 
Guth Porcelain 
Enamel Switch 
Plates are per- 
fectly insulated 
and may be easily 
cleaned with a 
damp cloth. 


“Aren’t they beauties!” 
thing like them before!” is what everyone says 
when they see Guth Permanent Porcelain Enamel 


Switch Plates. 


That’s where you come in. 
a good supply of Guth Porcelain Enamel Switch 


Porcelain Enamel Switch Plates 


will fit any type or size switch up to twelve gangs. Their finish in white, old 
ivory, pink, blue, brown, gray and green will not discolor, check, peel or tar- 
nish. Write for descriptive literature and special dealers’ prices. 
not be obligated. 





Makers of the 
World-Famous 
Brascolite. Over 
One Million in 
Use. 
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They Sell on Sight! 


ce 
I’ve never seen any- 


Degen y 


Plates on hand. Remember you get a handsome 
display board showing 7 assorted types and colors 





free with your first order 

for 100 plates (4 standard 
packages.) You'll easily 
sell four times that many. 


And a sale always follows. 
See to it that you have 


Guth 


You will 


“Outlast the building in which they are installed” 


She | DWIN EF. Guiri COMPANY 


DESIGNERS -ENGINEERS-MANUFACTURERS 


Lighting Equipment 


ST. LOUIS, U. S. A. 


Formerly the St. Louis Brass Mfg. Co., and the Brascolite Company 
BRANCH OFFICES (Sales and Service) In Principal Cities 














DISP LAY BOARD-—-FREE 


Largest Manufac- 
turers of Lighting 
Fixtures. 
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The Radio You Dealers 
Have Been Waiting For. . 
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THE FIRST COMPLETE RADIO ENSEMBLE 


of perfectly 
TEWART-WARNER Radio—the ensemble radio—is 


now ready! 

The good news has been hard to keep! Extreme secrecy has 
guarded every move and discovery of Stewart-Warner engi- 
neers, who have for more than two years been engaged in the 
solution of a tremendous problem—the perfection of radio! Yet 
for months the radio world has been atremble with the rumor 
that “something revolutionary in radio is about to be announced” 
So the announcement of Stewart-Warner Radio is not a sur- 
prise because everybody has been expecting it. You know you, 
yourself, have been waiting for a concern like Stewart-Warner 
to take the uncertainties, disappointments and troubles out of 
radio and give you only real results. 


Stewart-Warner Radio has done this for you, and we offer as 


Just what you have been ce im for—Just what you would expect Stewart-Warner to produce—A complete group 
matched radio units that gives unheard-of performance! 


our contribution to radio progress the complete group of per- 

fectly matched Stewart-Warner Radio units. 

The term “Stewart-Warner Radio” signifies this complete 

group, or ensemble, which includes: 

1. The complete line of Stewart-Warner Instruments in which 
is incorporated, for the first time, the great, five-tube U. S. 
Navy circuit; 

2. The Stewart-Warner Reproducer which we have built to 
give perfect harmony with Stewart-Warner Instruments; 

3. Stewart-Warner Radio Tubes, which are so skillfully de- 
signed that they perform with ease the most difficult of all 
tube functions—that of radio frequency amplification; 


4. Batteries, aerial and ground equipment complete the ensemble. 


Stewart-Warner Radio Instruments; Models and Prices to fit every need. Stewart-Warner Reproducer, $25.00. Stewart-Warner Radio Tubes, each, $3.00 
Batteries, Aerial and Ground Equipment for this ensemble can be secured from authorized Stewart-Warner Radio Dealers. 


ARIZONA 
Phoenix, 245-47 W Adams St. 


CALIFORNIA 
Fresno, 1412 Broadway 
Los Angeles, 1366 S. Figueroa St. 
Oakland, 326 23rd St. 
Sacramento, 1516 J St 
San Diego,811 Front at F St. 


San Francisco, 1450 Van Ness Ave. 


COLORADO 
Denver, 1153 Bannock St. 


CONNECTICUT 
Hartford, 45-47 Wells St. 


DIST. OF COLUMBIA 
Washington, 1117 14th St., N.W. 
FLORIDA 

Jacksonville, 907 Main St. 


GEORGIA 
Atlanta, 399 Peachtree St. 


ILLINOIS 


Chicago, 182652 Diversey Pkwy. 


{Executive Offices) 
Chicago, 1312 Michigan Ave. 
{Branch Office) 
5657 ney 
{Branch Office) 
INDIANA 
Indianapolis, 510 Capitol St. 
IOWA 
Des Moines, 1600-1602 Locust St 


KENTUCKY 
Louisville, 953 S. Third St. 


LOUISIANA 


New Orleans, 1322 St. CharlesAve. 


MARYLAND 
Baltimore, 11177 Cathedral St. 


MASSACHUSETTS 


Boston, 1111 Commonwealth Ave. 


Springfheld, 761 Main St. 


Exclusive Stewart-Warner Wholesale Radio Distributors 


Buffalo, 1224 Main St. 

New York, 37-43 W. 65th St. 
(Branch Office) 

Rochester, 3 Charlotte St. 

Syracuse, 516 E. Genesee St. 

Utica, 257 Elizabeth St. 


OHIO 
Cincinnati, 224 E. Seventh St. 
Cleveland, 2309 Chester Ave. 
Columbus, 300 E. Long St. 
Toledo, 609611 Huron St. 


MICHIGAN 

Detroit, 7321 Woodward Ave. 

(Branch Office) 

Grand Rapids,710-712 Monroe Ave. 
MINNESOTA 

Minneapolis, 1116-18 Second Ave.,S. 

St. Paul, 231 W. Sixth St. 
MISSOURI 

Kansas City, 1827 Grand Ave. 

St. Louis, 3206 Locust St 


NEBRASKA 
, OREGON 
Omaha, 2043-45 Farnam St. Portland, 495 Burnside at Four- 
NEW JERSEY teenth St. 
Newark, 332-336 Plane St. PENNSYLVANIA 


West Hoboken-Jersey City, 3778 
Hudson Blvd. 


NEW YORK 
Albany, 338 Central Ave. 
Brooklyn, 1060 Bedford Ave. 


Harrisburg, 1133 Mulberry St. 

Philadelphia, 1419 N. Broad St. 

Pittsburgh, Baum Blvd. and 
Millvale Ave. 

Scranton, 123 Franklin Ave. 


RHODE ISLAND 


Providence, 110 Broadway 


TENNESSEE 
Memphis, 241 Monroe Ave 


TEXAS 
Dallas, 2122-24 Jackson St 
El Paso, 7o9 Texas St. 
Houston, 1711 Main St. 
San Antonio, N. Alamo at Fifth St. 


UTAH 
Salt Lake City, 69 W. 4th South Se 


VIRGINIA 
Richmond, 1615 W. Broad St. 


WISCONSIN 
Milwaukee, 582-584 Jefferson St. 
WASHINGTON 
Seattle, 1515 Broadway 
Spokane, First and Jefferson Sts. 
Tacoma, 735-737 Broadway 














Why Stewart-Warner Radio Dealers 
Cannot Fail to be Successful! 
The Stewart-Warner Radio Dealer’s Franchise Offers 


100 per cent Sales Protection to Dealers Who Can 


Qualify—Apply by Coupon Below 


TEWART WARNER is in the radio business to stay, and to give service. We 
are building a nation-wide organization of exclusive Stewart-Warner Radio 
Dealers. We are furnishing our dealers with a complete line of the finest radio 
equipment that it is possible to produce—everything that their customers will re- 
quire. We are providing absolute sales protection and fair trade practices for all 
Stewart' Warner Radio Dealers by a sound, sensibie distribution policy, never be- 
fore offered. We are, through our representatives in the field, personally assisting 


every dealer in his business, insuring him of success. 


Stewart-Wanrner is distributing its Radio Products to 
dealers through its own, long established organization 
of Exclusive Stewart-Warner Wholesale Distributors. 
For years Stewart-Warner has zoned the country 
into 55 distributing territories, with fixed boundaries, 
based on buying centers, freight rates, transportation 
routes, wholesaling habits and newspaper influence. 
One of these exclusive Stewart-Warner Wholesale 
Radio Distributors is established in each territory 
with an exclusive franchise. 


These Distributors positively will not wholesale Stew- 
art-Warner Radio Products to any one except dealers 
holding Stewart-Warner Radio Franchises. Stewart- 
Warner stands alone in offering, and in its ability to 


by years of sound business dealings with thousands of 
successful dealers. 


Furthermore, every Stewart-Warner Wholesale Radio 
Distributor maintains a corps of factory-trained radio 
experts—both sales and technical—whose explicit 
duties are to make a 100 per cent success of every 
Stewart-Warner Radio Dealer. Our Radio Dealer 
Franchise carries with it this expert aid—this service 
that insures a profitable business for every retailer of 
Stewart-Warner Radio. 


The Stewart-Warner Radio Dealer Franchise is a valu- 
able contract for which every dealer should strive. There 
are certain qualification requirements. We want deal- 
ers who will make a real business of radio. We want 
only men of foresight who can look ahead and see the 





give dealers this 100 per cent sales protection against 
sales by distributors straight to consumers. Our Radio 
Dealers will be given the same opportunity to conduct 
a successful business as are Stewart-Warner Acces- 
sory Dealers. We pledge it—and our word is backed 


Cis ae _ || SPEEDOMETER CORPORATION 
CHICAGO, U. S. A. 
1 (ie 
pa ‘ yf 


Application for Stewart-Warner Radio Dealer Franchise 
(CONFIDENTIAL) 


radio industry after the weeding-out process is over. 


Fill out the application blank below and mail it to us. 
Our representative will call with some informatior 
very interesting to you. 


at, 















© 1925. Stewart-Warner Speed. Cor'n 





Radio Division 

Stewart-Warner Speedometer 
Corporation 

1826 Diversey Pkwy., Chicago, Ill. 


As an aid to us in considering your qualifications and in giv- 
ing us a record,will you please answer the following questions? 






If you only 
want a copy of 


What is your present business? 
Booklet just check here 


How long have you been in this business? 
Do you now handle radio? Yes[] No{] 
If so, what kinds? i 


Gentlemen:—I want to be considered in connection with a Stewart-Warner 
Radio Dealership and to discuss the details with your representative. 


How many sets did you sell in the last 12 months? Date 
What was the amount of this annual business? $ Name 
What was your total business in all lines for Ad 

the last 12 months? . . : S See dress 


State any other qualifications on a separate sheet and attach. City. State 7 _ 
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A Washer you would expect to sell 


at a much higher 
price! 








“(Relbails 
$56.00 


‘ero mm 


“It's so simple and at will not miyure the 
most delicate fabrics—" 


and is powered with a General Electric 


HE Voss E-15 Floto-Plane Washer 

sells for just a little more than half the motor. 

cost of any comparable machine. It : 
increases your range of prospects to include Rapin eo a ws — — 
the many who cannot afford the larger pay- = 18 d Sts lc b pow 
ments called for on the average priced ma- the current 1s turned on it works back an 

ion forth, forcing hot soapy water through 
. every article in the tub. 
haenyne Ay eaycner thy edietir eee tin ma Its sturdy construction insures a long life 
of repair-free service. 


Washer. It is simplicity itself, and as 
staunchly built as the most expensive ma- Write for a copy of “Voss Voices’—it 
chines. It has the Voss patent Agitator, contains the merchandising plans of many 


rust-proof and indestructible; a copper tub, dealers selling Voss Washers. 
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Two Ma jor Problems 


| WO problems are constantly 
before those merchants wha 


sell electrical appliances— 

Retail Sales and Service. 

It is the belief of the editors of 
ELECTRICAL GoopDs that these are the 
twin troubles of merchants in this 
line, and for that reason, beginning 
in the next issue of ELECTRICAL 
GcopDs, we shall devote some space to 
practical suggestions on these two 
particular points, and we hope that, 
for a considerable period, we shal! 
have sufficient practical suggestions 
along these lines to maintain this 
space. 


ETAIL sales are certainly a 

major problem in all lines oi 
business, but the details change for 
the various lines. 

ELECTRICAL GOODS is planning a 
special sales helps section which we 
hope to make sufficiently practical 
that the merchants will want to re- 
fer them directly to those people 
who are making the daily sales. 


TY OR some time past, a member of 
the ELECTRICAL Goops staff has 
been studying service. He has found 
that there is much to this problem 
besides the technical skill required 
to make a repair. In fact, he is 
ready to say that this is one of the 
smallest factors in the problem. 

This student of Service has been 
at the counter when complaints were 
made, he has helped to adjust them. 
He has learned why complaints are 
made, and he has seen some good 
work done in adjustment and some 
bad work. 

In the articles to begin 
month, he will tell you especially of 
methods of preventing trouble—in 
other words, of extending service be- 
fore there is the least sign of trouble. 


next 
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The fact that The Hoover 
Beats and Sweeps, in ad- 
dition to Air-cleaning, is 
as great an aid in selling 
The Hoover as it is an 
advantage in using it. 







































































Your Industry 






4) calls to mind the industrial phase of the business we are in—that of selling elec- 
trical goods. 

It might seem to be a far cry from a discussion of the best method of making 
frequent sales and adequate profits of toasters to the meeting of this great 
industrial association, which discussed affairs running into billions of dollars, but there is 
a distinct tie-up between the seller of a toaster or an incandescent lamp and this annual 
meeting of the association. 

The electrical goods business, like many other modern phases of business, is a depart- 
ment of a greater industry. In other words, there is no market for electrical goods, except 
as the parent business, that of selling electricity, functions. 

Without the business of electricity, there would be no electrical goods business. A toaster 
without electricity is only a novelty. It has no use. 

To this extent every dealer in electrical goods is a part of the great 7-billion dollar 
industry. Every time he sells a toaster, he is helping to promote this great industry. The 


seller of toasters is a salesman for electrical current. 


HIS great association finds time for many things. Committees of the association work 
je the simplification of articles that are made useful by electrical current. The heads 
of this industry are far-seeing men. They instruct their experts to assist in every way pos- 
sible to make these articles which are to use the current they sell foolproof, simple of oper- 
ation and simple in construction. They offer their services to the maker and the seller of 
these appliances. They will go to any expense to assist in the simplification of a new appli- 
ance and to test’ out the good qualities which make it serviceable. 


Being far-sighted, the electrical masters are building for the future. Their engineers 
are planning far ahead in construction of productive plants. Last year one billion dollars 
was added to the investment and two hundred million dollars was raised for refunding pur- 
poses. The gross revenue of the operating companies last year was one million, three hun- 
dred thousand dollars and the total investment seven billion, five hundred million dollars. 


Approximately one million, nine hundred thousand new customers were put on the lines 
last year, which greatly increases the number of prospects for the sale of electrical appliances. 
Of the 16,377,605 customers of the electric service companies, 13,252,985 are classed as 
domestic users and these are your customers to which you can add many prospects among 
the 2,524,75 commercial and 599,915 industrial consumers. 


started with lighting as its sole prospect for business. Since the day that Thomas A. 
Edison opened his lighting plant in New York there has been written a romance of business 
that has few parallels. 

Every person who promotes in any way the use of electricity is a part of this industry 
and the era of development is not yet ended. More and varied uses are yet to come. Every 
department of the industry holds great prospects for that man or woman who will become 


[’ must be remembered that only a little more than 50 years ago this electrical industry 


interested. 
It must be remembered that the electric service company is the heart of electrical develop- 
ment. It makes possible a profitable business for every merchant who sells electrical goods. 



















































































How Bobby Carroll Did It— 


We Bobby Carroll got back to his Mid-Western home from 
the Eastern college, he expressed astonishment at the appear- 

ance of the family automobile and asked father why he did not 
buy a new one. The evasive answer did not impress him. 

Early the next morning he asked: 

‘‘Mother, where are we going for the summer?” 

About a week later the answer to both questions dawned 
on Bobby. His four years in school had cost so much money 
that father could not buy a new car and mother could not 
go any place for the summer. Also it dawned on Bobby 
that he had spurned a job that would have started his pay 
that summer, looking forward to a nice, polite (and of 
course poorly paid) job to begin late in the fall. 

After getting these things through his collegiate mind, 
Bobby was quiet and observant for a day or so. On a 
particular morning he was especially observant and he 
noted how mother made the toast and fried the eggs. Also 
he noted that after breakfast she set about the housework 
with a broom and other things that were reminders of 
the strong arm days when personal comfort was about the 

a last thing thought of. 








USY with his own thougnts, Bobby wandered down- 
town and a display of electric appliances caught his 
attention. Standing there before the window where he 
could see the display floor, he began to speculate on how 
much comfort it would give mother if she had a toaster 
and a grill, so that she could sit in comfort at the table. 
The percolator and the vacuum cleaner also caught his 
attention and each had its direct appeal. Back of these 
was a washer and he recalled how hot and tired mother 
looked after she had helped the laundress. 

These things had a stronger appeal to Bobby 
than ever before. Previously they had been taken 
, for granted. 

Of course he could not buy them, 
but he thought with some regret 
of certain experiences of his col- 
7 _" lege days that could have 
~ ee : been eliminated and would 

have saved some of the 


HO GETS THE NEXT ISA FINE 
PORCH GAME WHEN YOu HAVE money, enough to buy a few 
of these appliances. 
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A Story of Youth 


ULLED in by the thoughts in his mind, he entered the store 
and priced the things he wanted most for mother. Then a big 
thought hit him and he said to the merchant: 

“How many of these cleaners would I have to sell to earn one?”’ 

The question aroused the interest of the merchant and he turned 
questioner, with the result that Bobby told his story. The inter- 
ested merchant studied for a moment, then said: 

“You sell seven of any of these appliances and I will 
give you the eighth.” 

“Show me how this thing works,” said Bobby and he followed 
the merchant to the back of the store where a rug was handy. 

An hour later he was out with his sample, ready to sell and 
without a plan in his mind. He took a street car, rode to a 
good looking district and got off. Having no other plan, he 
rang the bell of the house on the corner. ! 

And here came an entirely new situation. The door was 
opened by one of the girls with whom he had gone to high 
school and who was just back from her college year. 

“What’s the big idea, Bobby, turned peddler?” she said. 

Bobby stammered for a moment, felt his face flush some- 
what, and then decided to come clean and tell the story. 

“Good for you, Bobby, and I know I can help you. Mother 
needs a cleaner and some other things and she can give you 
the names of some friends who have none.” 

Here Bobby made his first sale, got a lot of information and 
an invitation to lunch and learned, what was more important, 
that he had not lost caste. The afternoon went by rapidly. 
Another cleaner sale and some prospects for other appliances 
were the net results. 


OT until hunger brought him back to his own front gate 

did it occur to Bobby that there would be explanations 
to be made at home, so he made one more call, made a sale, 
got a check, and left the machine. 

At dinner he was quite gay, telling of his 
adventures in calling on many old friends dur- 
ing the day, but carefully leaving commercial- 
ism out of his reports and surprising his 
mother by helping her with the dishes and other 

(Continued on page 56) : 
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Making Electrical Salespeople Out of 


How to Train Them—What They Should Know About Electricity— 
What They Should Tell Customers—A Review of Methods 
That Have Proved Their Worth 


Three methods of instructing sales- 
people in the essentials of electrical 
salesmanship, as given by Mr. Agate 
in this article, are pictorially de- 
picted on page 34.—EDITOR. 


HE Carnegie Institute dis- 
covered in a recent survey that 
the salespeople in retail stores 
were selling only forty-five prospec- 
tive customers out of every 100 
brought into the store through good 
will or advertising. It was also 
found that only 20 per cent of the 
time of the clerks actually was spent 
face to face with the prospect. 

How vividly this brings it home to 
us that after all one of the largest 
single factors influencing the net 
profit statement of a store is the 
efficiency of its clerks. 

A large amount of editorial com- 
ment and considerable advertising 
space has lately been devoted in the 
business press to impressing retail- 
ers with the-importance of all of 
those factors which build good will 
and which bring people into the 
store; but making sales once pros- 
pects have taken the initiative and 
crossed the threshold is an economic 
problem which warrants equal atten- 
tion and study. 

Retail salesmanship must be im- 
proved and the best way, if not the 
only way to do it, is to give regular 
planned instruction to the store sales 
force. How to do this always wor- 
ries the retailer who sells electrical 
goods, whether it be a large depart- 
ment store or smaHer hardware 
merchant. 





Merchant Gives Time to Each 
New Clerk 


The first problem for consideration 
is that of finding time in which to 
undertake the necessary training. 

One successful merchant in the 
Middle West makes it a policy per- 
sonally to take each new salesman 
and to spend the best part of several 
days with him. He discusses appear- 
ance, impression, courtesy, electricai 


goods, store policy, electrical sales- 
manship and other things which he 
thinks advisable. “It takes a lot of 
time,” he reports, “but it certainly 
pays in the long run.” 

All of this is arranged during busi- 
ness hours, and is frequently inter- 
spersed by the proprietor himself 
waiting on customers to illustrate 
some point under discussion. Un- 
questionably, this method has much 
to recommend it. 

Other salesmen are impressed with 
the interest and spirit of the store 
owner and his appreciation of good 
merchandising methods. The owner, 
on the other hand, has a chance to 
learn something of the intelligence 
and character of his new salesman 
and to correct any faults before he 
casts him loose in the store. 

One of the advantages of this plan 
is that the new clerk can be acquaint- 
ed thoroughly with prices and price 
systems. This should eliminate the 
necessity for him later to call across 
the store to ask for prices—a prac- 
tice all too common in the hardware 
and electrical trade. 

But many storekeepers feel they 
cannot devote so much of their time 






at one period to coach the new elec- 
trical salesman. In this event, take 
him on before and after hours, and 
during the day put him in charge 
of the best salesmen. 

In the case of an established sales 
force, it is necessary constantly to 
keep up their enthusiasm and inter- 
est in selling ideas. If no attention 
is paid to this, a gradual let-down 
will set in, and clerks will soon go 
the easiest way and spend only as 
much effort on their customers as 
the customers themselves demand. 


Keep Up Interest by Short 
Weekly Meetings 


Fifteen minutes spent before the 
store opens once a week, if well used, 
will do much to put the salesmen on 
their toes—provided the meetings 
are planned in advance and subjects 
of real interest chosen for discus- 
sion. 

One retailer with a force of five 
men offered a small cash prize for 
the best subject for discussion at one 
of these meetings. He _ received 
enough ideas to last him for three 
months, besides unearthing several 
constructive criticisms of real value. 

Another dealer has a box painted 
“Do It Better.” Clerks are encour- 
aged to make suggestions for im- 
provements and a weekly prize of 
one dollar is offered for the best 
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C. C. Agate, the man who wrote this review out of his personal 
experience with electrical salespeople 
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etail Clerks 


By C. C. Agate 


suggestion. This method would also 
develop ideas for discussion at these 
regular gatherings. 

In holding salesmen’s meetings, it 
is important that bunk and theory 
be omitted. Much has been written 
about the underlying principles of 
making a sale. It will be found that 
a little of this goes a good way with 
men who are earning their living by 
selling. 


Stage Demonstrations of Sales 
Situations 


Rather, present examples of how 
to and how not to. Stage demonstra- 
tions. Have one of the clerks repre- 
sent a customer and walk up to the 
counter as if he wanted to buy. Let 
him represent all the different types 
of buyers, such as the shopper, the 
hesitating type, the high tempered 
customer, the good natured, the dis- 
putative or the technical customer. 
Have the other salesmen in turn try 
to persuade him to buy. A good deal 
of fun can be had in this way and 
an opportunity to show how sales 
should be handled. 

Several such meetings were held 
by a large store when radio broad- 
casting was in its infancy, and just 
preceding an important newspaper 
advertising campaign. A large 
quantity of radio sets had been 
bought in advance, since it was ex- 
pected that the advertising would 
create an unusual interest and de- 
mand for this new form of entertain- 
ment. Expectations were fully real- 
ized, 

Prior to this time, however, radio 
had been the plaything of the tech- 
nical amateur, and sets as complete 
merchandise were almost unknown. 
The radio salesmen employed by this 
store very rightly had been selling 
parts and circuits and were complete- 
ly ignorant of the method to use in 
selling the new sets. 

To correct this, five pages of ques- 
tions and answers were prepared in 
advance and distributed to all store 
salesmen. These were the questions 
which it was anticipated the public 








Salesmen should be able to explain that the ordinary house- 
wiring circuit should have fuses rated at 10 amp.—and why 


would ask, with the answer to be 
given. Each salesman was required 
to learn the answers and instructed 
not to deviate from them. Several 
evenings were devoted to instruction 
in the store, with the result that 
when the advertising drew crowds 
by the hundreds, they were handled 
in a completely business-like manner. 


Manufacturers’ Salesmen Are 
Source of Information 


A feature of im»vroving the knowl- 
edge of retail electrical salesmen 
often overlooked is that available 
from jobbers’ or manufacturers’ 
salesmen. These men are in a posi- 
tion to present valuable details of 
manufacture, selling points or meth- 
ods of demonstration and they are 
glad to pass these on to the retail 
clerk. Don’t be afraid that your 
clerks will know too much. The re- 
verse is usually the case. 

Do the clerks in non-electrical 
stores need technical information to 
sell electrical material? Very little. 
They should know that every elec- 
trical appliance except lamps _ is 
marked in volts and amperes; that 
volts correspond to pressure and 
amperes to quantity. They should 
be told that a watt is the result of 
multiplying volts by amperes. When 
the result of multiplying volts by 
amperes is greater than 1000, the 
product is divided by this figure 
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and the result written as kilowatts. 

Electric current is paid for by the 
user in kilowatt hours or 1000 watts 
(or 1 kilowatt) for one hour. How 
to figure the cost of the current 
used by any electric appliance is 
often asked. Take an electric iron 
as an example, the figures shown on 
the tag probably say, “110 Volts-5 
Amperes.” This iron therefore uses 


110 * 5 550 watts ver hour. 
Divide 550 watts by 1000 which 
equals .55 kilowatts. If the local 
rate for current is 10 cents per kilo- 
watt hour, the iron costs .55 « 10 
cents 5'4 cents per hour to oper- 
ate. 


Preventing Overloading of 
Wiring Circuits 

It is advisable to have at least 
one man in the department who is 
familiar with the rules of the Board 
of Fire Underwriters. One of the 
important points in this code of rules 
is the prohibition against overload- 
ing the electric or base-board out- 
let. These outlets generally are de- 
signed to carry not over 660 watts. 
To obtain the load on an outlet, add 
the number of watts consumed by 
each lamp or appliance. (Customers 
should be cautioned against overload- 
ing their circuits in this manner. 
The Board of Underwriters 
specifies a maximum length of 10 ft. 
of lamp cord on any appliance, and 


also 














in the ordinary house where No. 
14 wire is used, each circuit is sup- 
posed to have fuses rated at 10 amp. 
In order to use some appliances with- 
out blowing the fuses, many people 
substitute 15 to 25 amp. fuses for 
the specified 10 amp. This is danger- 
ous practice and consumers should 
be warned against it as fire may 
easily result. 

Other technical knowledge required 
to sell appliances is small and is 
supplied by most manufacturers. Be 
sure that his literature which you 
receive is passed on to the store 
salesmen, and is read by them. This 
is important, but unfortunately is 
too often overlooked. 

Electrical appliances to many 
people are semi-technical material. 
When giving clerks sales instruc- 
tion regarding them, be sure to ex- 
plain all of the points about the 
mechanics of their construction and 
operation, but state clearly that in 
showing the goods to the customer 
these points are not the ones to 
emphasize. 


Sell Women on “Uses’”—Not 


Construction 


Good mechanical construction 
never sold a woman a washing ma- 
chine or a table stove. In the case 
of the latter, it is made of metal, 
wire, switches, etc., and it cooks. 
Of course it does! If it didn’t, it 
couldn’t be sold for a stove. But all 
of these “features” do not make 
people buy it any more than a won- 
derful washer action or wringer 
make the woman buy the washer. 

In the case of the _ stove, sell 
rather the picture of that tasty Sun- 
day evening supper with crisp toast 
and bacon and a Welsh rarebit; or 
the convenience and time saving of 
the tasty breakfast prepared right 
on the table and all you have to do 
is to show the stove and name the 
price. 

All of this seems very elemental, 
yet it is very difficult to get sales- 
people to use sufficient imagination 
to continually sell on this principle. 
One good way to put over the idea 
would be to list the various elec- 
trical merchandise carried and to 
put down under each the various ap- 
peals which can be used to interest 
people. 

Take, for instance, an electric per- 
colator. 

Some women respond to pride of 


ownership. They want a handsome 
percolator because Mrs. Brown has 
one. 

Another responds to the beauty ap- 
peal. She wants it because inher- 
ently it’s so beautiful. 

Still another can be won over on 


Hitting the Right 
Sales Appeal 


| NE good way to put over 
| sales of appliances, ac- 
cording to Mr. Agate, would 
be to list the various electri- 
cal merchandise carried, and 
to put down under each the 
various appeals which can be 
used to interest people. 


] 
| 
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Take, for instance, the elec- 
tric percolator. 


| Some women respond to 
pride of ownership. They 
want a handsome percolator 
because Mrs. Brown has one. 


Another responds to the 
beauty appeal. She wants it 
because inherently it’s so 
beautiful. 


| Still another can be won 
_ over on convenience appeal— 
| the ease of making the coffee 
right on the table. 


The appeal to appetite 
through the ability to make 
better coffee in the percolator 
attracts another group. 


The clever salesman feels 
his way until he hits on the 
| right key, and when he finds 
it, pressure tactfully applied, 
is the “open sesame” of the 
consumer's pocketbook. 





convenience appeal—the ease of mak- 
ing the coffee right on the table. 

The appeal to the appetite through 
the ability to make better coffee in 
the percolator attracts another 
group. 

The clever salesman feels his way 
till he hits on the right key, and 
when he finds it pressure tactfully 
applied is the “open sesame” of the 
consumer’s pocketbook. 

Should you have planned a special 
campaign on table stoves, arrange a 
supper party for the sales force and 
cook the meal on the stoves you plan 
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to push. How convincing it would be 
for a clerk to be able to say next 
day to a customer: “We cooked sup- 
per for eight of us last evening on 


two of these stoves. We had the 
most delicious steak and fried pota- 
toes you ever tasted. I wouldn’t have 
believed it could have been done for 
so many, but I am certainly enthusi- 
astic after this demonstration.” 

Too much emphasis cannot be 
placed on this phase of instruction. 
It is the exceptional clerk who nat- 
urally sells the customer on what the 
article will do for him or for her. 
Yet this is the whole of selling. 
Make your customer want it hard 
enough and he will buy. Marshall 
Field used to say to his clerks: 
“Your job is not to sell the merchan- 
dise. Your job is to show it. Show 
the goods right and they will sell 
themselves.”’ 

One of the large vacuum cleaner 
manufacturers makes the whole of 
its sales appeal on the basis of 
selling the use of the appliance. The 
salesman sells a complete household 
cleaner—this attachment for draper- 
ies, that brush for furniture, this 
blower for radiators and awkward 
corners, etc. The machine itself he 
leaves till last, and then hardly men- 
tions it, taking the attitude that, of 
course, the cleaner will operate an‘ 
provide the required suction. What 
he sells is the easier way to clean 
house, and what woman doesn’t want 
that? 


Salespeople Need Guidance and 
Inspiration 


To sum up, therefore, we need bet- 
ter retail salesmanship, with more 
time devoted to making the store 
sales force alive to the needs and the 
opportunity of doing a better job. 
They must have guidance and inspi- 
ration. They must realize that the 
customer who takes the trouble to 
come to a store has a need of some 
kind, and that it is the business of 
the store to satisfy: that need. 

The store that makes satisfied cus- 
tomers, through the intelligent ef- 
fort of its sales force need not worry 
either about selling more than 45 out 
of every 100 who come in or about 
being recognized as a first-class store 
in which to trade. And likewise, the 
salesman who can do that kind of a 
job for his store need never worry 
about his future. The possibilities 
of his advancement are unlimited. 

















In the Passing of the Iceman— 


A Big Merchandising Opportunity Looms 


RE you thinking of the ice 
A man? If you are not, it might 

be well to give over a few 
minutes to the subject. 

There is beginning a considerable 
change of personnel in the ice man 
industry. In 
many communi- 
ties the change 
has gained a con- 
siderable foothold 
and instead of ice 
peddlers, there is 
a home refrigera- 
tion service. The 
electrical goods 
dealer is the new ice man. 

The basis of this change is the 
electric refrigerator. Commercially, 
electric refrigeration has been known 
for several years. For the last sev- 
eral years, experimental work of 
manufacturing a home refrigerating 
machine has been going on. In the 
last few years, home sets have been 
on the market and have been bought 
and used by those who had the money 
and who liked 
housekeeping ad- 
ventures. 

These  experi- 
ments have 
proved that home 
electric refrigera- 
tion has reached a 
fairly satisfac- 
tory stage. Dur- 
ing the last year, the distribution 
effort on home refrigerator plants 
has extended by leaps and bounds 
and these domestic-size icemaking 
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and refrigeration machines are being 
introduced into many cities. 

















At the recent convention of the 
National Electric Light Association 
in San Francisco, a 67-page report 
was submitted by the Electric Re- 
frigeration Committee. The com- 
mittee’s report is exhaustive in many 
particulars and treats of many phases 
of the subject. 

Standardization of parts, the re- 
port says, has resulted in a lower 
cost for the domestic models and a 
household unit which sells at $250 
complete (cabinet and machine) is 
cited. There are some suggestions 
for further standardization. 

Attention is called to “unwar- 

ranted state- 
| ments” in the ad- 
vertising of some 
of the untested 
machines. One 
can infer from 
these remarks 
ry ial that some of the 
E——~ newer manufac- 
turers are depart- 

ing from the line of truth. 

Several pages of the report are 
devoted to proper’ refrigeration 
temperatures for household use and 
any dealer who is contemplating 
entering the modern iceman business 
should read this treatise on the sub- 
ject. In these pages is found the 
substance of what electrical re- 
frigeration has to sell, in addition to 
a cabinet and machine. 

An interesting section is devoted 
to selling and servicing of the re 
frigeration outfits already in the 
homes. The experiences in selling 
and servicing are, of course, his- 
tory, but history has much that Is 





























useful to the present merchant. The 
plans that have succeeded are 
described, and the resistance that 
salesmen will meet is set forth. 

A most interesting tabulation is 
that supplied by the Northern States 
Power Company, 
Minneapolis, 
which serviced an 
average of 262 
machines for a 
year. All of the 
calls are tabu- 
lated. Out of the 
262 machine own- 
ers, 160 made 411 
calls for service, and 162 made no 
calls. Of the 411 calls, 60 are classi- 
fied as useless. Adjustment of the 
thermostat was the greatest single 
cause of calls. 

The selling experiences related in 
this report are those of electric ser- 
vice companies. During the present 
year, a number of stores have under- 
taken this distribution. Salaries and 
commissions for saiesmen are dis- 
cussed. The _ re- 
port does not say 
so, but it is well 
known that the 
refrigerator load 
is most welcome 
to the service 
i company. 
=~) The reports 
indicate that 
about 70,000 of the machines had 
been disposed of by factories. 

This report ig published by the 
National Electric Light Association, 
29 West Thirty-ninth Street, New 
York City, and the price is 80 cents. 
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Every woman knows the troubles that will be eliminated when the ice machine works while she sleeps 
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FRANK MAPPES 


EING a purveyor of household 
PD recession the hardware and 

department store retailer is 
the logical one to introduce new 
items and appliances which largely 
replace old ones that, in the nature 
of their uses and custom, have be- 
come essential to the conduct of 
household affairs. 

Hand-operated washing machines 
which a decade or two ago were mar- 
keted almost exclusively through 
hardware channels are in the class 
with horse-drawn carriages—almost 
a novelty in populous centers. We 
should expect the hardware store, in 
its endeavor to keep up with the pro- 
cession, to have maintained its lead- 
ership in supplying the electrically 
operated washing machines to the 
family; but this is sadly untrue. 

Sensing the trend of evolution, 
manufacturers turned their attention 
to producing electric washers as well 
as hand machines. On the other 
hand, hardware men, as a rule, did 
not take hold with much enthusiasm, 
causing the manufacturers to seek 
other outlets for their product, and, 
in a comparatively short time, to sell 
the largest portion of their output 
through specialty shops and depart- 
ment stores. 

What is true of washing machines 
is equally true of vacuum cleaners. 
While they knew it was a household 
necessity, they were loath to adopt it 
into the hardware family, thereby 
letting a nice fat, juicy business get 
away from them. 

The smaller electric appliances 
such as percolators, grills, toasters, 
curlers, waffle irons, electric irons, 
etc., now are sold in hardware stores, 





Everybody Benefits from 


Working with Electric 
Service Company 


By Frank Mappes 


but it is sad to state that only a com- 
paratively few realize the volume of 
trade possible and carry an adequate 
stock to compete successfully with 
electric light companies. Electric 
shops, department and drug stores 
now are enjoying a large portion of 
the business. 


In this connection I want to tell an. 


experience with electric light com- 
pany competition and what was done 
to overcome it. This happened in a 
city of nearly two hundred thousand 
population and illustrates what can 
be done in solving a perplexing prob- 
lem if it is gone into in the right 
way. 


Displayed Appliances in Light 
Company's Office 

The power company to which ] 
refer was advertising every electri- 
cally operated or heated device at 
about dealers’ cost which just about 
killed the business for the dealers. 
The manufacturers responded to an 
appeal by giving their hearty cooper- 
ation in the endeavor to get them to 


see the light, but this only brought 
the response from the power com- 
pany that they were promoting the 
sale of current only and that they 
did not want to make any profit on 
the sale of appliances. 

The company’s main contention 
was that the stores were too crowded 
with all kinds of merchandise so that 
no suitable space was left for the dis- 
play of electric goods, and, therefore, 
it believed there would be more appli- 
ances sold if shown exclusively in the 
offices where people came to pay their 
electric light bills. 

There was more to the company’s 
claim than a mere argument, so an 
arrangement was made by which any 
dealer could rent a space in the 
power company’s former show room 
provided he maintained an adequate 
stock and display in his store to back 
up the display in the company’s office. 
No sales were to be made in the show 
room. This plan was accepted by six 
or seven merchants and it worked 
satisfactorily all around. 

I firmly believe that like situations 





W hat Mappes Learned from St. Paul 


“Though I speak (advertise my wares) in the tongue of 
men and of angels and have not charity (display my wares), 
it profiteth me nothing. And now abideth Faith (quality), 
Hope (selection), Charity (display), these three; but the 
greatest of these is Charity (display).’ 

“T always have found it advantageous to show electric appli- 
ances near the door, using wall cases for the table appliances 
and other items which lend themselves to such display, while 
the electric washers, ironers, vacuum cleaners, etc., are shown 
in a nearby open space, thus keeping like goods as near 
together as their nature and construction will permit.” 
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“A salesman should 
believe he is conferring 
a favor on the 
customer” 


exist in many places, and, if dealers 
would cooperate, they could do a 
great deal to eliminate similar price 
cutting and unfair competition. It 
must not be overlooked, however, that 
electrical goods must be shown and 
that specialty shops, having practi- 
cally only one line to show, have a 
slight edge on the non-electrical store 
with its numerous lines. 

But that need not faze the up-to- 
date merchant who has the advan- 
tage of having hundreds of people 
come daily to his store for other 
goods. Having seen this electrical 
merchandise repeatedly, these people 
will return to the store for it. 


To Sell Electrical Goods, 
Display Them 

It has been brought out repeatedly 
that the first principle of merchan- 
dising is to show the goods. No mer- 
chant can hope to compete with up- 
and-coming competitors if he has 
carloads of goods hidden away on 
shelves and in warehouses... In the 
language of Saint Paul, “Though I 
speak (advertise my wares) with the 
tongue of men and of angels and 
have not Charity (display my 
wares), it profiteth me _ nothing. 
And now abideth Faith (Quality), 
Hope (Selection), Charity (Dis- 
play), these three; but the greatest 
of these is Charity (Display).” A 
little far fetched probably, but never- 
theless as true as the gospel. 

I have always found it advan- 
tageous to show electric appliances 
near the front door, using wall cases 
for the table appliances and other 
items which lend themselves to such 
display, while the electric washers, 








Following his own advice, Frank Mappes displays a full line 
of appliances right up in his window for everyone to see 


dish washers, ironers, vacuum clean- 
ers, etc., are shown in a nearby open 
space, thus keeping like goods as 
near together as their nature and 
construction will permit. 

The greatest obstacle in the way 
of successfully handling the larger 
items is the human equation—the 
difficulty of training the sales force 
to give the proper attention to details 
and acquaint themselves sufficiently 
with the gopds so as to be able to 
intelligently” present them to the 
prospective customer, but that can be 
overcome. 

No one need expect results in the 
sale of electric appliances if he sits 
complacently self-satisfied, awaiting 
customers to seek him out, when 
other live dealers get busy and go 
out after this lucrative business. 

The only satisfactory way to han- 
dle electric washers, vacuum clean- 





Cooperation Overcomes 
Competition 


Stopping their “crabbing” 
against an electric light com- 
pany’s competition in electri- 
cal device sales, the non-elec- 
trical merchants of a city of 
nearly two hundred thousand 
population entered into an 
agreement to display their 
electrical goods in the light 
company’s offices. 

This plan was entered upon 
by six or seven merchants and 
it worked satisfactorily all 
around. 
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ers, dish washers, ironers and other 
large appliances is through specially 
trained salesmen who devote all or 
part of their time in making ap- 
pointments to demonstrate the article 
in the homes of prospects. 

We need only remember the old 
time lightning rod salesman who, by 
methods entirely his own, sold an ar- 
ticle that nobody wanted, yet nearly 
everybody bought because it was 
presented in such a way that they 
believed it was necessary to their 
welfare. 

How different is the selling of an 
article that is universally acknowl- 
edged as necessary to human life and 
happiness as our modern electric 
appliances! 


Selling an Appliance Is 
Conferring a Favor 

It needs no severe straining of the 
imagination for a salesman to lead 
himself into belief that he is con- 
ferring a favor on the customer in 
selling him or her the article. A 
member of an organization starting 
out with such ideals will soon bring 
the results satisfactory to his cus- 
tomers, his employer and himself. 
It must be recognized that only a 
man with the right personality, 
energy and push will succeed. 

% % ¥& 

Next month Mr. Mappes will tell 
of some successful plans to get 
motor-driven appliance business— 
getting prospects, computing time- 
payments, etc.—Editor. 























Macy’s Electrical Show Proves Worth 
of Demonstration 


Planned for One Week, It Ran Two and Increased Store 
Traffic, Increased Sales and Much Educational 
Advertising Result 


S a May merchandising fea- Practicaily 10,000 ft. of floor ing the period of the show there was 

ture, R. H. Macy & Co., Inc.,. space was devoted to the show and a slight improvement in business in 

New York department store, after counting the cost and the the electrical goods department in 
announced an electrical show for the trouble against the benefits, it was the basement. 

week of May 18 to 23. Because of decided that the show was a decided This fact led to the belief that the 

the undoubted success of the show, success. A considerable volume of show would prove a most decided 

it was continued a week longer. sales were-Made on the floor and dur- stimulus to sales during the weeks 
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to come, and that was the objective. 

The show, the first with the Macy 
company, was executed entirely 
under the direction of Louis Barnet, 
manager of the house furnishing de- 
partment, and J. L. Ginsberg, his 
assistant, who is directly in charge 
of the electrical goods department. 

This department has been develop- 
ing rapidly with the company and is 
centered in a large square in the 
house furnishing department, with 
the demonstration items in an ad- 
joining square. 

The show was planned as a demon- 
stration extraordinary, and that is 
what it was. No goods were dis- 
played that are not on sale regu- 
larly in the store, but there was a 
sufficient variety of.these to hold 
the attention of Thomas A. Edison 
longer than the time he had set apart 
for a visit. 

The setting for this demonstra- 
tion was made as complete and ar- 
tistic as could be desired. Under the 
direction of the Macy staff of inter- 
ior decorators, a model electrical 
home was built. The rooms were 
regular size and furnished with ar- 
ticles brought from other depart- 
ments of the store. 


Decorations Selected from Other 
Departments 


Decorations, fixtures and furni- 
ture represented the latest ideas in 
this line. These rooms were a liv- 
ing room, bed room, dining room, 
kitchen and laundry. The walls were 
substantial, the outlets in regular 
form and suitably located, and the 
results were rooms that any one 
might covet. 

As an indication of the modern 
touch, many questions were asked 
why there was no ceiling light in the 
dining room. This represented the 
idea of the Macy decorating staff 
that ceiling lights are not best for 
dining rooms and numerous wall 
brackets were substituted. It hap- 
pened that the wall brackets and 
lamps used were of a sailing ship 
model and on the mantel over the 
electric fireplace was a bronze min- 
iature of an ancient, full rigged sail- 
ing ship, carrying out the decorative 
scheme. 

Lectures were given in_ these 
rooms as the occasion offered, but 
most of the lecturing interest was 
centered in the kitchen and laundry. 
In the kitchen, full meals for six 
were cooked in an electric fireless 


cooker operating on a lamp socket 
connection. A power circuit range 
was installed, but this article is not 
being pushed because of a lack of 
suitable connections in most resi- 
dences in the community. Actual 
laundry work was done with wash- 
ers and ironers. 

Aside from the model home, awn- 
ings formed the overhead decora- 
tions and there were the usual rail- 
ings and tables supplied by the Macy 
company, while the manufacturers 
exhibiting had the privilege of deco- 
rating their booths to their own taste 
under certain limitations made 
necessary to insure uniformity. 

One limitation that was accepted 
cheerfully by all manufacturers was 
that each should demonstrate only 
one article, although the manufac- 
turer was privileged to display his 
full line. This made the show much 
more satisfactory for the visitor 
than the usual run of shows where 
half a dozen firms demonstrate simi- 
lar articles. 

When invited to participate, manu- 
facturers were enthusiastic and be- 
came more so after the opening of 
the show. Demonstrators reported 
that on the second day the first day’s 
visitors were spreading the news to 
their friends that the show was well 
worth coming to see, consequently, 
success was assured. 

Several points about the Macy 
show will apply to any merchant 
giving a show. The location was 
well worked out, in that the show 
space was on the eighth floor, far 
removed from the electrical goods 
department. This served to bring 
the visitors attracted by the show 
through other departments where 
they would see other merchandise. 


Crowds Attracted Helped Other 
Departments 


The show was adjoining the res- 
taurant. This served a double pur- 
pose of making it convenient for 
the regular lunchers to visit the 
show and for those who came merely 
to see the show to have lunch there. 

In the few cases where manufac- 
turers of articles sold by the store 
did not care to join in the show, the 
Macy company exhibited these prod- 
ucts and supplied attendants for the 
booths. 

The show proved to be a strong 





Photographs of this exhibition 
appear on pages 28 and 29. 


19 








House 


Manager, 
Furnishing Department of Macy’s, 
who conceived idea of the show 


Louis Barnet, 


magnet for out-of-town buyers and 
merchants who were in New York 
at the time of the exhibition and 
brought many admiring comments 
from these men. Many of them de- 
clared they were going to do some- 
thing similar at the first opportunity. 

A strong attraction was a booth 
built in imitation of a log cabin, a 
negro mammy baking and distribut- 
ing waffles. 


Salesmen Should Be Carefully 
Picked 


Stopping at demonstrations con- 
vinced the listener that demonstra- 
tors should be selected with care and 
that they must have a considerable 
fund of electrical common _ sense, 
rather than a technical education. 
Also, they must ke fully able to 
translate electrical talk into every- 
day English. The questions asked 
were not those requiring an expert 
electrician to answer, but rather a 
person who understands non-tech- 
nical questions and knows the prac- 
tical facts about his appliance. 

Another thought was the coopera- 
tion of Macy with the electric service 
companies. The New York Edison 
and the United Electric each had in- 
teresting exhibits representing their 
power plants, giving an entirely dif- 
ferent phase to the exhibition. These 
companies also maintained educa- 
tional booths. The telephone com- 
pany had an exhibit illustrating 
how long distance calls are trans- 
mitted across the country. 

Types of the display advertising 
used to announce the show are 

(Continued on page 57) 
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From the Woman’s Point of V iew— V 


Selling Coolness to Housewives 


ELLING coolness, that is, elec- her family nothing so much as good, my own great surprise, upon looking 
~ tric fans and fireless cookers to well cooked food and a cool, comfort- into my own mind, that I too had 

housewives during the summer, able house, I determined to learn remnants of such an earlier im- 
ought to be easy beyond comparison. why neither the fireless cooker nor pression. 


Yet, it appears not to be. For, the electric fan had been more gen- In analyzing this information one 
despite all the efforts of manufac- erally accepted as a necessary part finds simply this—that the public 
turers and retailers to sell fans to of the household equipment. generally has received a series of 
the housewife, only a very small per- After interviewing some eighteen mental impressions through adver- 


or twenty housewives, of which tisement illustrations which it in- 
fan. number only two had fans and only terpreted to mean that the electric 
Men, it would seem on this show- one owned an electric fireless cooker, fan was a device created for the 
ing, are more sold on the needful I learned what their reactions to comfort of the individual rather 
comfort of the electric fan than both of these appliances were. The than for the entire household. Nat- 
Yet, those men, fan, most of them seemed to con- urally any woman who has this idea 
many of them at least, quite as a sider rather a part of office or store about it will hesitate to advocate 
matter of course apparently will re- equipment than of the home, and _ the purchase of a fan for the home, 
turn home after a fan-cooled day at also they had the impression that as that would act to put her in the 
business to sweltering hot evenings the electric fan was good only for position of wishing something for 
and sleep-troubled nights in fan-less cooling the person or object upon her own personal comfort; and most 
homes. which its breezes were directly women are too self-sacrificing where 
That there is something wrong trained. a family is concerned to do that. 
somewhere is obvious. It’s too con- Sia Change the picture—sell the 
tradictory—men who wouldn’t think Fans Ventilate Entire House housewife on the idea that the fan is 
of working in an office without an That fans, when correctly located, just as essential to the happiness and 
electric fan, going to their respec- ventilate an entire house and go far comfort of the entire family as is the 
tive homes when the day’s work is toward cooling a room or rooms, radio, which gives them pleasure, and 
ended to endure a hot, stuffy house none of them seemed to understand the electric washing machine and 
throughout the evening and night. clearly. ironer which give them the comfort 
What is even more significant in Asked where they got these im- of an adequate supply of clean 
this is, why only such an apparently pressions, only one was able to tell clothes during the entire summer, 
small percentage of husbands has me. and you will have sold them the fan. 
undertaken and succeeded in the “I guess I got it from advertise- Featuring illustrations and adver- 
task of selling their wives on the ments. It seems that every time I tisements, window displays, sales 
electric fan for the home, when hear the electric fan mentioned, talks, too, that present the fan as 
they have been sold on it for the into my mind immediately comes a contributor to the general family 
office for so long. picture of a man or woman sitting comfort in summer, just as the heat- 
The moral the retailer can evolve at a desk with the fan blowing right ing plant does in the winter. 
from this is, that in the big scheme at them.” One thing more that I have found 
of running the homes of this coun- This gave me the clue. I then ques- which may aid the retailer is that 
try, the men are quite unimportant. tioned a number of other people, most of the women seemed to have 
In other words, don’t depend on the both men and women, as to this, the impression that fans were very 
husband selling the idea to his wife and in nearly every instance they much more expensive than they are 
—but sell the woman first! could scarcely ever remember seeing at present, and that the comfort 
Knowing that in the summer the any other kind of an illustration of they might derive from them during 
average housewife desires to give fan advertisements. I discovered to the summer was for only a short pe- 


centage of homes boasts of even one 


are housewives. 
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By Ethel Wan-Ressel Chantler 
via Electric Fans and Cookers 


riod scarcely worth the expenditure. 
This attitude could easily be over- 
come by stressing the relative inex- 
pensiveness of fans and persistently 
preaching the gospel of using the 
fan the year round. 

Every fan salesman or _sales- 
woman should know the great num- 
ber of other uses one can make of 
the fan besides just using it for 
cooling. Here are some of them: 


Know the Uses of Electric Fans 


1. Eliminating cooking odors 
from the kitchen; thus preventing 
their spreading to the living portion 
of the house. 

2. Drying hair 
cleaned white shoes. 

3. Producing more—one might 
say, necessary—comfort when dress- 
ing. 

4. During winter or rainy weath- 
er the fan can be used also to dry 
the family wash indoors. 

5. It will also speed up the dry- 
ing of freshly varnished floors, 
painted walls and furniture. 

6. Placed a certain way, it will 
increase the draft in a furnace. 

7. It can also be used to stimu- 
late radiation in cold rooms. 

8. Ventilating the nursery 
throughout the entire year, and dry- 
ing the baby’s daily wash quickly. 

In fact, it will do all sorts of other 
things as experiments have proved. 
Many fan manufacturers have book- 
lets with these items listed and di- 
rections for performing each of the 
tasks. Every retailer should have2 
a stock of these booklets on hand 
and supply them to every buyer of 
an electric fan. 

One thing every 


and _ freshly 


salesperson 


should know in showing and dem- 
onstrating fans is not to start a fan 
going into a custofner’s face as once 
happened to a friend of mine. The 
stiff breeze blew off her hat. Then, 
to add insult to injury, the sales- 
clerk made no effort whatever to 
pick it up for her. So she picked 
up her own hat and walked out. 

What she said under her breath 
about the stupidity of salesclerks 
in general, and that one in partic- 
ular, was not entirely complimen- 
tary. She took revenge on the 
owner of the store for tolerating 
such a clerk by transferring her pat- 
ronage elsewhere. | 

Also it is rather embarrassing to 
the customer to admit she does not 
know whether her residence is sup- 
plied with a. c. or d. c. When the 
salesperson knows the details of 
electrical service as supplied by the 
lighting company to the various geo- 
graphic sections of the city, it then 
is only necessary to ascertain the 
customer’s address in order to know 
whether a fan be equipped for a. c. 
or d. ¢. 

As for the electrical cooker, if 
the dealers were to stop featuring 
the electric fireless cooker as a de- 
vice, and, instead, talk, sell and ad- 
vertise cool cooking, every woman 
would scrape and save to have one. 
Here is one thing electrical where 
it is not required to “sell the idea.” 
Cool cooking is something desired by 
every woman whose job it is to pre- 
pare meals. 

There is one reason that I have 
found why women have not bought 
electric fireless cookers as freely and 
generally as many other things elec- 
trical. This reason is that the av- 
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erage housewife is somewhat skep- 
tical about what it will do. Its name 
recalls the old fashioned soap stone 
types for one thing, and these wo- 
men are under the misapprehension 
that the electrical cooker differs 
from the old type only in that they 
need not spend time and effort in 
heating the soapstones. 

Many of them are very difficult to 
convince that ‘the electrical cooker 
will roast, broil and bake, as well as 
boil or steam. Therefore the vari- 
ety of dishes which can be prepared 
in it should be featured. Also, that 
the electric cooker cooks without 
supervision, permitting the house- 
wife to be out of the kitchen and 
even out of the house. Furthermore, 
that there is absolutely no danger of 
burning or scorching food—that 
there are no cooking odors. And 
that cooking can be started any time 
of the day and will be ready when 
mealtime arrives. 


Sell Cookers on “Coolness” Appeal 


To sell electric fireless cookers in 
summer, one must treat them just 
like refrigerators. The refrigerator 
is sold as a necessary part of sum- 
mer equipment—and so should the 
fireless cooker, for it is that. 

Hardly another electrical appliance 
that goes into the home can compare 
with it in the versatility of its ap- 
peal. To the men folk, it means 
cooking without superheating the 
house. To the young folk, it means 
releasing mother from the need of 
hovering about the kitchen, permit- 
ting her to devote attention to them. 
To the women, it makes all the vari- 
ous appeals previously mentioned. 
Surely a lot for the price. 

















A Flying Excursion Throug 


Stops Carefully Selected to Help You to Choose 
the Right Radio Sets to Sell This Summer 


ET’S hop a train and make one 
L, of those tourists’ non-stop 
sight seeing trips through the 
States and find out where all these 
portable radio sets come from and 
what they look like. Just about this 
time each year, you get pretty well 
fed up on “portable” talk, so come 
along and see for yourself what the 
market has to offer. 

But just a minute before we get 
aboard. You probably are wondering 
why all this “portable” set propa- 
ganda and you may also be thinking 
that we are pretty late in the season 
talking this particular type of radio. 
Well, here’s the merchandising slant 
back of it all. 

In past seasons, the portable radio 
set was considered a_ temporary 
seasonal substitution of the “‘stay-at- 
home”’ set—a sort of handy, compact 
radio receiver that could be easily 
toted along on summer vacations, 
auto-sojourns and day trips. Where 
this notion of “summer-use only”’ 
came from is hard to say but cer- 
tainly the conception of a “portable” 
has materially reversed itself for we 
now have them so efficiently con- 
structed that an all year round use, 
both in the home and “abroad,” is 
rapidly being developed. 

As a matter of fact, separate bat- 
tery boxes are being constructed for 
some of the new portable sets so that 
in the home, during the winter, the 





At New York City 





portable is placed on the battery box, 
battery connections are made and the 
appearance is that of a complete unit 
equal to any regular set on the 
market. 

And so we say to you—watch these 
portable sets grow in popularity and 
be prepared to satisfy at least some 
of the demand that is being created 
for them. They are getting to be an 
all year round proposition so you 
don’t have to worry about the waning 
of summer. Naw let’s start our 
trip and when we get back you'll have 
plenty of time to select those sets 
that appeal to your trade—here we 
go. 

First stop, Fall River, Mass. Here 
we find a good looking three-tube 
outfit that weighs about fourteen 
pounds, nicely done up in a solid 
mahogany cabinet with battery space 
for dry cell equipment. It operates 
only on a short antenna and has 
plugging arrangements for two pair 
of headphones or operates an ex- 
ternal loudspeaker. Has two dial 
tuning control. Pretty good job that 
you can sell profitably stripped at 
about $45. 

Buffalo, N. Y. Here we find an 
old line telephone company making 
a four-tube portable set that weighs 
about 35 lb. and space for one pair 
of phones. Operates on an outside 
or inside antenna and is beautifully 
constructed in a solid mahogany case. 
This is a corking set that operates on 
one dial control and is listed at $140. 

Dropping in on Lansing, Mich., we 
find a five-tube portable weighing 
about 35 lb. that operates on a long 
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or short antenna with space for dry 
cell batteries but no built-in loud- 
speaker. This is a pretty good outfit 
in a smart looking leatherette case 
and sells for about $125. 

In Chicago, IU., we find that there 
has been born in the last year quite 
a few portable outfits. Probably one 
of the best of these is a six-tube set 
in a leather suit case weighing about 
30 Ib. that operates on a loop and 
has a built-in loudspeaker, two dial 
tuning control and plenty of space 
for complete equipment of dry cell 
batteries. This one sells at about 
$218 complete. Also, there are two 
other sets worth looking at here. 





At Cincinnati, Ohio 


One four-tube job at $125 operating 
on a loop or antenna weighing 26 lb. 
with built-in speaker, one dial con- 
trol with a leatherette case. Also, 
another at $190 which is a six-tube 
set working on a loop with two dial 
control encased in a rather large al- 
though good looking leatherette 
cabinet, weighing about 51 lb. com- 
plete. A rather heavy, large outfit 
which probably would be called semi- 
portable. 

Our next stop is Waterloo, Jowa, 
where we find a good looking three- 
tube portable set that works on a 
short antenna, has built-in speaker 
and is encased in a small easily car- 
ried leather-covered cabinet’ that 
weighs 31 lb., including batteries. 
This is a $125 outfit that is going 
good in the West. 

St. Louis, Mo., comes next with its 
three-tube portable outfit in a good 
leatherette case weighing about 24 
lb. Works on antenna, a space for a 














the Land of Portable Sets 


From the Atlantic to the Pacific—a Two-Pa ge Trip 


Specially Conducted by Arthur Sinsheimer 


pair of phones and is easily con- 
trolled with one dial. Intended price, 
$75. 

Stopping a minute at Atchison, 
Kans., we find a one-tube portable 
that works on an antenna, has two 
dial control with space for dry cell 
batteries and a good looking ma- 
hogany cabinet. Made up to sell for 
about $17, stripped. 

You wouldn’t think it, but in 
Oklahoma City, Okla., there is a 
good four-tube outfit that works on 
an antenna with two dial control, 
weighs about 32 lb. and is very much 
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different from anything else you have 
seen because of its business looking 
steel case. This is a $110 portable set 
that ought to have a call where rough 
usage is expected. 

Arriving at the West Coast, Los 
Angeles, Cal., has its offering of a 
three-tube portable that operates on 
a loop, has a built-in loudspeaker 
two dial control and weighs about 
47 lb. in its leatherette case. The in- 
tended retail price of this is $85, and 
we understand it is having quite a 
large sale throughout the Western 
States. 

Now we will make a big jump back 
to Cincinnati, Ohio, where we find 
two concerns, each putting out two 
or three various sizes of portable out- 
fits from one to four tubes each. The 
four-tube jobs both work on an- 
tennas, weighing 20 and 25 lb. re- 
spectively, operate on two dials with 


battery space but no built-in speaker. 
One job lists at $35 with a leather 
case, the other one at about the same 
price with a leatherette case of spe- 
cial design. Either selection you 
might make would give good satis- 
faction. 

From there we jump to Philadel- 
phia where we again find two sets. 
One is a six-tube job that operates on 
antenna or indoor aerial with built-in 
speaker, one dial control and weighs 
30 Ib. in its leather suit case, with 
ample room for dry cell batteries. 
This job lists at $150. The other set 
operates on two tubes with outside 
antenna equipment, two dial control 
and space for batteries, but no 
speaker. This one is in a leatherette 
case at $80—the intended price. 

Arriving back in New York City, 
we find that quite a few portables 
have sprung up, but we will simply 
mention three of them. One is a six- 
tube loop set with built-in speaker, 
two dial control and is complete in 
a leather case of good design weigh- 
ing about 41 lb. Intended to be sold 
at about $200. Then comes a six- 
tube set with built-in loudspeaker 
loop, two dial control and a smart 
looking fabrikoid suit case container 
weighing about 23 Ib., and listed at 
$165. The other is a very sfmilar 
job with one dial control in a leather 
suit case listed at $160. | 

Now that the excursion is all over, 
you probably will realize that we 
have covered quite a lot of ground 
and only taken time enough to give 
you an inkling as to what these sets 
are. As to operation, we wouldn’t 
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have brought you to the different 
cities unless all of these sets operated 
efficiently. 

There are probably other portables 
being manufactured here and there, 
some of which we have tested and 
found wanting and others which we 
cannot tell you about because we 
haven’t given them the “once-over” 
—and if there is anything we won’t 
do, it’s to tell you about something 
being good that hasn’t passed our 
laboratory tests. 

In making such a fast trip there 
certainly must be a lot more that 
vou would want to know about these 
sets, so write and ask about any of 
them and I will be more than pleased 
to tell you the exact details on any 
of the sets here enumerated. [Don’t 
forget that our radio testing labora- 
tories are run for your sole benefit 
and we are only too glad in these 
days of hectic radio buying and sell- 
ing to give you all the information 
on the subject that we possibly can. 

The chief thought to pass on to 
prospects is—the portable is not a 
“summer time only” set, it is an all- 
year-round receiver which will work 
just as well in winter as in summer, 
perhaps better. Stressing the “joys 
of radio this summer” and so on 
all the year round should build a 
profitable summer radio business. 
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Let’s Talk It Over— 


pensed them with words of cheer and praise—and 
she also took orders for waffle irons. 

Any merchant who sells waffle irons can do this. 
If you do not sell waffle irons, demonstrate a 


Consider the Dealer 


HENEVER one picks flaws with the sales 

methods or sales results of radio sets, some 
one replies that the industry is new and mistakes 
are certain, that the industry will find itself in a 
distribution way in the near future. 

It is hard to determine whether this infant-in- 
dustry talk is an alibi or a confession. Perhaps it 
is merely that this industry, like the young people 
of today, was born knowing more than the experi- 
enced elders. A child always has to burn its fingers 
before it realizes what “the stove is hot” means, 
but full grown business people should be able to 
learn from the experiences of others. 

Many older industries have learned well the les- 
son that it is better to make over or destroy over- 
production than to dump products and entirely un- 
settle the market, break the dealers, and create a 
bad name for the company and perhaps the indus- 
try. A considerable part of the dealer turnover 
this season doubtlessly will be based upon the bad 
reputation that certain makers have built for their 
products by dumping at ridiculous prices. 

It would seem that at least a part of the remedy 
for this situation could be an interchange of infor- 
mation as to markets to avert some of the over- 
production, and a discussion of the experiences in 
other lines which have fixed and equitable mer- 
chandising policies. 

Why wait to burn your fingers before realizing 


that fire is hot? 





The 1924 output of electricity in American 
plants was approximately 54,000,000,000 kw.-hr., 
an increase of 6 per cent over the year previous. 





Shows and Demonstrations 


| he this issue of ELECTRICAL GOODS, considerable 
space is given to an electrical show staged by 
Macy’s department store, New York City. This is 
one of the leading department stores of the country 
and does things on a large scale, but the real rea- 
son for giving the space to this enterprise is that 
the Macy enterprise is adaptable to every electrical 
goods department in the country. 

This statement is made without reservation and 
with the full knowledge that few stores can do ex- 
actly what Macy’s did. But any store can do some- 
thing to popularize electrical appliances. Such a 
show as that of Macy’s is not necessary. 

The best way to judge a proposition is to take it 
to pieces and judge it item by item. It happens that 
the waffle booth was the most popular single attrac- 
tion with the visitors at this show. The chief thing 
about this booth was a cheaply but picturesquely 
clad “mammy” who cooked the waffles and dis- 
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toaster. There are many people who do not know 
of the better taste of toast made on a modern 
toaster, and of the convenience. 

Why not build an attractive booth in one corner 
of the store or on the balcony and advertise a con- 
tinuous demonstration with a different appliance 
each day? The biggest single item in the demon- 
stration preparations is the determination to do it. 
The rest of the problem is detail. 





Gross receipts of the electrical industry of this 
country were $1,350,000,000 in 1924, an increase 
of 5.3 per cent over the year previous. This in- 
crease in receipts compares with a 6 per cent in- 
crease of production. 





Comfort Reminders 


URING the recent national hot wave, New 

York City suffered like other sections of the 
country. Eighth Avenue, in that city, is a street of 
many small shops, many of which sell electrical 
goods. On one hot afternoon a canvass was made 
of twenty blocks of that crowded thoroughfare and 
it was discovered that of the considerable number 
of shops offering electric fans for sale, only one had 
set a fan so that it would cool the passers-by. 

In fact, it was walking into the comfort-area of 
this fan that suggested the canvass. The fan was 
set on a box at the side of the door at a height to 
cool the faces of the passers-by. 

Quite a number of persons stopped to enjoy the 
fan during the short period it was under observa- 
tion. Some of these entered the shop to inquire 
about the cost of fans. Several sales were made 
the first afternoon the fan was in operation. 





Approximately 1,900,000 new customers for 
electricity were added during 1924, making the 
total customers 16,377,605. 





Selling the Last of the Lot 


HE dozen cartons containing electrical devices 

of some description or other have been reduced 
to a solitary carton which seems lost on the 
crowded shelves. The temptation is strong to re- 
move that solitary carton and place it in some 
obscure corner of the store, now that eleven similar 
cartons have been disposed of at a profit—presum- 
ably, at least. Selling effort on that particular lot 
of goods virtually ceases. And right then and 
there without realizing it, the retailer is introduc- 
































Just Among Ourselves 


This merchant also 
favors “classy” window displays. 

For a number of years, demonstrations, usu- 
ally staged in the show windows, were built around 


ing still another leak in his business, through 
which his net profits dwindle to the vanishing 
point. 

The last carton or article usually represents 
the retailer’s only profit on the entire lot. Hence 
the selling effort should be continued until the last 
item is sold. That last item should never be buried 
among odds and ends which the retailer never ex- 
pects to sell. 





At the end of 1924 there were 13,252,985 do- 
mestic users of electricity in this country, all of 
whom are appliance prospects. Do you know 
how many are in your trade territory? 





Quality Goods 


UALITY goods are a guarantee of perma- 
nent profits. The prime factor in the perma- 
nent success of any merchandising business is “the 
customer who comes to buy again.” The sum total 
of satisfied customers is the merchant’s greatest 
asset. It is that which is translated as good will 
on the credit side of his ledger. It is the guarantee 
of the stability of his business. 

Many elements contribute to making a satisfied 
customer, but one stands out above all others and 
that is—Quality Goods. All other features of ser- 
vice may be of the highest, but unless the commod- 
ity purchased renders that service rightly expected, 
“suspicion raises its ugly head and confidence 
sneaks out the back door.” 

To no class of merchandise are the foregoing 
truths more applicable than to electrical goods. 
Because of the peculiar service of electrical de- 
vices, it is highly essential that they be of the most 
dependable character. A defective electric iron, 
no matter how cheerfully or how often it is re- 
paired, breeds suspicion in the mind of the cus- 
tomer. 

Let the merchant look well to the quality of the 
electrical goods he handles as well as the reputa- 
tion of the manufacturer back of the goods, and he 
need have no fear either as to the service to cus- 
tomers or profits accruing from the sale of this 
highly desirable class of merchandise. 





A U. S. Department of Agriculture report in- 
dicates there are 300,000 individual electrical 
plants on the farms of this country. 





About the Demonstrator 


MONG those merchants who strongly favor 
demonstrations there is a furniture dealer who 
sells articles that average above what is generally 
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known as “medium priced.” 


a high type of demonstrators. The women were 
good looking, rather smartly dressed, and adept 
workers. 

Then came achange. A negro girl was emploved 
as demonstrator. This girl has few qualities to 
recommend her so far as appearance and expert 
workmanship are concerned. She does things rather 
awkwardly at times. Quite frequently things do 
not go just as they should and some of her flour- 
ishes bring smiles to the spectators. 

But she has continued on the job longer than did 
the better appearing and more adept women. 

Why? Because results are better. This girl is 
much of the type of the average household servant. 
The average spectator knows that his wife or 
mother could do things better or the woman herself 
realizes the same thing. The performance carries 
conviction that expertness is not required. 

The point is that if you want to put on a demon- 
stration, you do not have to waste time searching 
out the person who combines good looks and ex- 
pertness. Put the article to be demonstrated into 
the surroundings and into the hands that will carry 
the conviction that the article is manufactured for 
the average person. 





There are 6355 electric service companies in 
America. Of these, 3774 are privately owned, 
and 2581 are municipal. According to the 
U. S Census figures the municipal plants sup- 
ply 5 per cent of the power used. 





To Departmentize or Not? 


O departmentize or not to departmentize the 
electrical line, is a ‘question that well might be 
considered. 

Questions that might be raised are: 

Will it sell more electrical goods? 

Will it increase efficiency in the sales force? 

Will it help the appearance of the store? and 

Will it simplify accounting and stock control? 

There is no general rule to be followed. How- 
ever, a store manager should first determine 
whether he wants to “put on the front” of having 
a complete electrical department, or merely display 
his various electrical items with associated non- 
electrical merchandise. 

By grouping its electrical goods together in one 
department near the display of house furnishings, 
a Schenectady, N. Y., department store increased 
its electrical sales 50 per cent in one year. 

Several store planning experts are available to 
aid the readers of ELECTRICAL Goops. Careful at- 
tention will be given all inquiries received as to 
the advisability of departmentizing electrical goods 
in any store. 


























TRESS AP GSNOAL 


DICTIONARY OF ELECTRICAL 
TERMS AND ABBREVIATIONS 


alternating current (a.c.). An _ electrical 
current which reverses periodically and 
rapidly in direction of flow. 

ampere (amp.). The practical unit of 
electrical current; the current produced 
by one volt acting through a resistance 
of one ohm. 

ampere hour (amp. hr.). The quantity 
of electricity delivered in one hour by 
a current averaging in strength one 
ampere. 

ammeter. An instrument for measuring 
the amperage of a current; ampere 
meter, amperometer. 

conductance. Conducting power; the re- 
ciprocal of resistance. 

current. A movement of electricity 
analogous to the motion of a stream 
of fluid, or the rate of such a move- 
ment. 

direct current (d.c.). A current flowing 
in one direction only; distinguished from 
alternating current. 

kilowatt (kw.). One thousand watts. 

kilowatt-hour (kw.-hr.). The work done 
by one thousand watts acting for one 
hour. 

ohm. The practical unit of electrical re- 
sistance, being the resistance of a cir- 


cuit in which a potential difference of 
one volt produces a current of one 
ampere. 


ohmage. The resistance of a conductor 
expressed in ohms. 

ohmmeter. An instrument for indicating 
resistance in ohms. 

resistance. The opposition of a substance 
to the passage through it of electric 
current; the reciprocal of conductance. 

volt. The unit of electromotive force; 
that electromotive force which, if stead- 
ily applied to a conductor having a 
resistance of one ohm, will produce a 
current of one ampere. 

voltage. Electrical potential or potential 
difference expressed in volts. 

voltammeter. A watt meter. 

volt ampere. A unit of electric measure- 
ment equal to the product of a volt and 
an ampere. For direct current it is a 
measure of power and is the same ag 
a watt: for alternating current it is a 
measure of apparent power. 

voltmeter. Any instrument for measuring 
in volts the differences in potential be- 
tween different points of an _ electrical 
circuit. 

watt. A unit of power equal to the rate 
of work represented by a current of 
one ampere under a pressure of one 
volt; a volt ampere. A horse power is 
approximately equal to 746 watts. 

wattage. Amount of electric power ex- 
pressed in watts. 

watt hour (watt hr.). The work done by 
one watt acting for one hour—a unit 
of energy. 

watt meter. An instrument for measur- 
ing electric power in watts. 


Electrical appliances aren’t a darn 
bit good without “juice.” Yet many 
women forget to turn on the electricity 
at the switch or socket, and blame the 
appliance. Sometimes she discovers the 
trouble before bringing the appliance 
to the store, or calling for a service 
man, but she has lost her temper. It is 
well to warn customers to test out their 
sockets with lamps before calling a 
service man. 


FIGURING THE COSTS OF USING 
ELECTRICAL APPLIANCES 


To figure the exact cost of operating 
electrical appliances, one has only to look 
on the nameplate where there will be 
seen the volts, and either the amps. (am- 
peres) or the watts. 

If the volts and amps. are given, mul- 
tiply the volts by the amps. to get the 
watts. For example, 110 volts x 6 amps. 
equals 660 watts. 

Any appliance using 660 watts will con- 
sume in one hour 660 watt-hrs. or 0.66 
size iron. 


kw.-hrs., since a kw.hr. equals 1000 
watts. 

At 10 cents per kw.-hr., 0.66 kw.-lir. 
will cost 6.6 cents; at 5 cents per kw-hr., 
3.3 cents, etc., according to the electric 
service company’s rates in the locality. 

Approximate costs for using appliances 
are given in the accompanying table. 


Motor-driven appliances need oil. 
It’s the oily cleaner that catches the 
dirt,—providing it’s not too oily. Sales- 
men and saleswomen should be famil- 
iar with manufacturers’ instructions as 
to oiling, and pass the information 
along, even though instructions appear 
on a card accompanying the appliances. 
Some customers can’t read. Others 
can, but don’t. Over-lubrication seaks 
the commutator brushes. Under-lubri- 
cation just naturally is bad. 


COSTS OF OPERATION 


Based on an electric current rate of 
10 cents per kw.-hr. If rates vary in 
your community, the difference can easily 
be figured. 


Cost per : 
' (in cents 
Appliance at 10c. rate Remarks 
Chafing dish 4 
Curling iron 4 
Curling-iron heater 1, 
Dish washer 2 
Drink mixer 14 
KFlectric cooker 5c. for din- 
Electric iron 3 to 6 ner 
Fan 
Grill 3c. for ce- 
real and 
bacon for 
two 
Hair Dryer 5 
Heating cup 3% 
Heating pad 1% 
Hot plate 4to6 
Ice cream freezer Ten min. at 
less than 
Cc. 
Immersion heater l/lvc. for 4 
min. 
Ironer 10 
Kitchen unit M4 
Milk warmer %c. for each 
bottle 
Percolator 5 Six cups for 
Plate warmer 2% 
Radiant heater 5 
Refrigerator $1 per week 
Samovar 6 cups tea 
4c. 
Sewing machine 300,000 
stitches 
for lic. 
Table stove 4 
Toaster 5 10 slices Ile. 
Vacuum cleaner 1 
Vibrator % 
Violet rays lo 
Waffle iron 4to7 
Washer 1% About 4c. a 


week 


When a motor is first started, it 
takes more “juice” than it does to run 
it after it is once going. If a washer 
is loaded with clothes and the “clutch” 
is not off, it is likely to blow a fuse. 
Here, again, is something for the sales- 
person to know, and to pass on to cus- 
tomers. Give the motor a chance to 
get a start before throwing on its load. 


DERIVATION OF TERMS 


Many electrical terms are derived from 
the names of famous scientists, such as: 

Ampere—After A. M. Ampere, French 
electrician. 

Ohm—After G. S. Ohm, German electri- 


cian. 
Volt—After Alessandro Volta, Halian 
electrician. 


Watt—After James Watt, Scottish in- 
ventor. 
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ALTERNATING AND DIRECT 
CURRENTS 


Heating appliances may be used inter- 
changeably on a.c. and d.c 

Some motor-driven appliances are made 
for use on only a.c. or d.c., although mo- 
tor; in many of the most common ap- 
pliances are the ‘Universal’ type which 
may be used interchangeably on either 
current. 

By looking on the nameplate, one may 
tell the type of motor. If it is for use on 
only one of the currents, care should be 
taken to sell the proper one for the cur- 
rent distributed by the electric service 
company in that particular district. Al- 
ternating current is increasing in use. 

There is one complaint made of Uni- 
versal motors. Some radio fans claim that 
the sparks interfere with reception. If 
the customer uses an inside loop antenna 
on his or her receiver, it might be well 
to sell a motor suitable only for the par- 
ticular current in her home if such a 
motor is to be had. 


A vacuum cleaner is not only electri- 
cal—it is mechanical. When the bag 
and nozzle become too stopped up with 
dirt, the cleaner will lose its effec- 
tiveness, and may even fail to work 
entirely. Also, if there is a revolving 
brush, threads and long hairs must be 
picked off. Cleaning the cleaner will 
help it clean the house. 


USE OF FUSES 


A fuse is a strip of fusible metal in- 
serted in an electric circuit. When the 
current increases beyond safety, the metal 
melts, thus interrupting the circuit. Thus, 
a fuse serves as a “safety valve’’ to pre- 
vent damage by overheating. 

In the case of an ordinary house cir- 
cuit employing No. 14 wire, a 10 or 15-amp. 
fuse is all that should be used. If a customer 
wants to purchase a 20 or 25-amp. fuse, 
it will be well to make sure of the use 
to be made of it. Too large a fuse may 
— to trouble. 

all-too-common practice is the in- 
m. of coins or other pieces of metals 
into fuse receptacles. This is a dangerous 
practice, since it eliminates the “safety 
valve’ in the circuit. Suggest that cus- 
tomers purchase fuses, and explain why. 

Many heating appliances, such as per- 
colators, are equipped with replaceable 
fuses. Explain their use carefully before 
a customer leaves with her purchase. If 
she isn’t acquainted with the use of the 
fuse and it burns out, she may blame the 
appliance, and take it for repair to some 
shop which will charge tor a new heating 
element, when only a new fuse is needed. 
This the customer can replace herself. 


An appliance or heater cord can 
stand a little care. If it is twisted, let 
drag in oil or water, or tramped on 
when lying on the floor, the insulation 
will become poor and the wire is likelv 
to break. Then, too, it is likely to pull 
loose from a plug if the cord, instead 
of plug, is pulled when the user is 
extracting the plug from a receptacle. 


WHAT THE CURRENT DOES 


Electrical appliances are of two classes— 
heating and motor-driven. 

Heating appliances are equipped with 
resistance wire known as the heating ele- 
ment. The wire is of such nature that 
the current has a difficult time to force 
oe way through. This ‘‘struggle’’ creates 

eat. 

Motors are actually moved by magnetic 
force produced by a current passing 
through coils. There is little resistance 
in the coils, so even large motor-driven 
appliances are cheap to operate as com- 
pared with heating appliances. It is in- 
teresting to note that the cost for cur- 
rent for operating an electric washer is 
less than half of that for an ordinary- 



































Violet Ray Generators 
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Curling Irons 
Less than % 
hour 


cent an 


Kitchen Units 


14 cent an hour 





Hair Dryers 
114 cents for 15 minutes 


_onesnereeneTN TN a 
BW, 
Xx 











Less than % cent an hour 
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Costs of oper- 
were 


given in the Mstons 
New York 1 cent for 2 
Edison Com- minutes 
pany’s ads 





“ayia ELL the idea of “More 
i —~ Leisure in Housekeep- 


ing’ and you sell elec- 


i trical appliances. Under 
me fi this theme, the New 
[BE York Edison Company 

ran large advertise- 


ments in the local papers, and gave the 
costs of operating various appliances 
at the company’s 7-cent rate. Inject 
this theme into your own ads and reap 
the profits— 

“Today, electric power has been 
harnessed to every household task, as 
previously it had been introduced in 
every phase of the industrial life of 
the country. 

“With the ‘Little Servants of the 
Home’ at her command, any woman, 
however moderate her means, can keep 
her home attractive, and sanitary, and, 
with full health, strength and vitality, 
have pleasant leisure for many useful 
and interesting matters.” 

The illustrations appearing here- 
with were drawn from the New York 
Edison Company's copyright photos 
which were published in the February 
issue of ELECTRICAL GOODS. 

It must be remembered that the 
New York Edison Company does not 
sell appliances. This advertising is 
done to aid dealers. 


Vibrators 


Less than % 
hour 


cent an 


Refrigerators | Waffle Irons 


$1 a week 
hour 
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Heating Pads 
ky cent an hour 


Dishwashers 
1 cent for % hour 





Vacuum Cleaners 
l cent an how 
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Milk Warmers 
1, cent for each bottle 
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The bedroom display 
included some up-to- 
date furniture, a heat- 
ing pad, fans, modern 





fixtures and _ toilet 


appliances 





A new note in this 
dining room was the 
absence of ceiling 
lighting fixtures. This 
photograph loses some 
of its force because 
the table ~—~—ey- 
were shown on 
small table that he 
photographer was not 
able to include 














A model electrical home was a 
part of Macy’s display. In the 
kitchen shown here, meals were 
prepared with lamp socket cook- 
ing appliances. A range was on 
exhibition, but was not brought 
strongly into the demonstration 
because there is no current rate 
that justifies general range use 
in New York 
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Real washdays were demonstrated 

in the laundry. The women vis- 

itors were much interested in 

watching these demonstrations 

and not a few of the men lingered 

longer than they probably would 
in the laundry at home 






























































Show—Why Don't You? 
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A view of the main aisle of 
the Macy Electrical Show, 
showing the character of 
display booths and decora- 
tions. The educational and 
entertainment features were 
in an alcove at the far end 
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Table appliances were shown 
on artistically decorated 
tables, in some cases appro- 
priately set for a meal 
























This log cabin booth where waffle 
irons were demonstrated by a _ pic- 
turesque black mammy was the cen- 
ter of much attention, both because 
there was something to eat and be- 
cause of the ease with which waffles 
were prepared 
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One of the exhibits was 

in the form of a show 

window. The lighting 

effects in this window 

added much to the dec- 

orative value of the 
booth 
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THE TRADE MARK KNOWN IN EVERY HOME 














LANDERS, FRARY & CLARK, NEW BRITAIN CONN 
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UNIVERSAL 
Good Will 


ATION wide UNIVER- 


SAL customer approval isa 










selling force that embraces prac- 






tically every home in the country 






the final testing laboratories of 






practical housewives. Which 1s 






the reason behind the quick, Sal- 






isfactory sales of dealers who 


offer UNIVERSAL Appliances. 







Measured in quality of materials, 






designs, workmanship or service 
rendered, each UNIVERSAL 


Apphance is built to offer the 








very best value obtainable. 






Ikvery appliance is 






unconditionally 






fuaranteed. 







THE TRADE MARK KNOWN IN EVERY HOME 









LANDERS. FRARY & CLARK. NEW BRITAIN CONN 


Table Stove 


Convenient, sturdy Table 
Stove of 3 heats, the only 
one combining all the ad- 
vantages of grill, toaster, 
chafer, fry pan and dou- 
ble boiler. 





Cooks above and below 
the unit at the same time. 


ELECTRICAL APPLIANCE DIVISION 
LANDERS, FRARY & CLARK, NEW BRITAIN, CONN 
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LANDERS. FRARY & CLARK. NEW BRITAIN. CONN. 


Vacuum Cleaner Profits 


OU’LL make more money backing the 

UNIVERSAL: It will out-demonstrate 
the field. Demonstration, comparison, tests 
in the home, will sell the UNIVERSAL 
every time. No belts to break, no un- 
sanitary brush to clean or get out of order. 
Write for complete information. 








MOTOR APPLIANCE DIVISION ny 





THE TRADE MARK KNOWN IN EVERY HOME 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 


Clearing the Air 


THE great variety of 
washers on the market is 
enough to confuse anyone. 
Where will the dealer find 
the greatest profit on the 
sound principles of customer 
satisfaction and fair profits. 
We say the UNIVERSAL! 
And many of our dealers back 
that statement up by selling 
more UNIVERSAL Wash- 
ers the first quarter of this 
year than they sold during the 
whole of last year. 


Clean clothes ready for the 
line in the shortest time. 





. Thoroughly cleans—but § 
\ gentlest in action. 
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Telling of the 
joys of radio for 
the porch, camp, 
yacht or shore 
assures a cordial 
reception to the 
salesman 
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Nocamper smeal 
is complete with- 
out the strains of 
music via radio 
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And SO, OT the 
yacht on a warm 
summer day — 
the radio 
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ere [s a Market for a Portable 
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Wherever there 

is bathing, rhyth- 

mic tunes from 
the air 








A good sales 
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And the porch— 
radio transforms 
it into an open- 
air dancing pa- 
vilion 











Stage demonstrations. Have one of the 
clerks represent a customer and walk up 
to the counter as if he wanted to buy. Let 
him represent all the different types of 
buyers, such as the shopper, the hesitating 
type, the high tempered customer, the good 
natured, the disputative or the technical 
customer. Have the other salesmen in 
turn try to persuade him to buy 


(Situations drawn from Mr. C. C. Agate’s 

article, “Making Electrical Salespeople Out 

of Retail Clerks,” which appears on three 
preceding pages) 


































One method of improving the knowledge of retail 

electrical salespeople often overlooked is that avail- 

able from jobbers’ or manufacturers’ salesmen. 

These men are in a position to present valuable de- 

tails of manufacture, selling points or methods of 

demonstration, and they are glad to pass these on 
to the retail salespeople 


One successful merchant in the Middle West makes 

it a policy to spend the best part of several days 

uith each new salesman. 'The proprietor frequently 

waits on customers himself to illustrate some point 

under discussion. He then talks over such subjects 

as appearance, impression, courtesy, electrical goods, 
store policy and electrical salesmanship 


Three Methods of Training Retail Clerks 
in the Ways of Electrical Salesmanship 
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Arthur H. Van V oris Continues— 


Answer the 


the Wives! 


Washers, Vacuums and Portable 


Lamps Are Popular Items, 
He Has Found 


Herewith the electrical depart- 
ment sponsor of I. Van Voris & 
Sons, Cobleskill, N. Y., continues his 
observations started in the last issue. 
— EDITOR. 


LECTRIC vacuum _ cleaners 
H; are popular items. Inasmuch 
as they cost the customer 
more than many of the smaller 
items the idea is to get her to ap- 
preciate and to know the need for 
one in her home—in other words— 
demonstration. 

Let’s put electric washing ma- 
chines in the same category. 

They’re alike in this respect and 
this subject of demonstration is so 
very important from the merchan- 
dising sense, that we can, at best, 
only hope to touch the edges of the 
subject here. 

Assuming, if we may, that these 
two items are not at present to be 
found in your stock, may we suggest 
that the first essential for the dealer 
is a good working knowledge of the 
device ? 


Factory Salesmen Are Good 
Washer Instructors 


If you are visited by a factory 
salesman, aS we are, you are in an 
ideal way to gain this knowledge, 
for these specialists know their busi- 
ness thoroughly and can go over the 
machine and show you the fine 
points. 

Better still, as we have done on 
more than one occasion, get one of 
these factory men to go out on 
demonstration with your own local 
floor salesman, or yourself, if you 
wish to get a _ good, first hand 
knowledge of how the thing is done. 

Your own acquaintance with local 


“Selling a washer re- 
quires a good working 
knowledge of the de- 


Call of 


trade generally will secure the open- 
ing for the factory man and some- 
times by working this up in advance, 
you can collect a good list for him, 
prior to his visit to your store. 

He is a specialist and you are not, 
let us say. 

You want to learn how to go about 
it next time and experience is just 
about the very best teacher. You 
cannot go to a better school than is 
offered right in your own territory. 

If you can’t get the assistance of 
a factory trained man, at least you 
can get rock bottom information on 
this method by writing to the sales 
department of the factory of what- 
ever make you should decide to sell. 

Just one final word—in electrical 
products of this size, by all means 
try to get an exclusive local agency, 
for it is a shame to work up a good 
business, thereby spending your 
good time and money and then, 
when a fruitful field has been de- 
veloped, find that some other store 
can step in and reap the profits of 
your endeavor. 

And there are a whole number of 
smaller electrical items which profit- 
ably find their places in your store. 

Some of them are rather season- 
able and should be stocked in accord 
with your own judgment as to what 
you think you can sell. 

Here are some suggestions: 

Electric fan, curling iron, port- 
able heater, toaster, warming pad, 
small table stove, percolator and 
waffle iron. 

Next, such commonly required 
replacement items as: 

Fuses (sell them by the box), 
plugs, sockets, cord and switches. 

And, of course, we aren’t going to 
forget portable lamps. 
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To-day, more than ever before, 
the decorative value of the electric 
lamp—desk, table, bridge, boudoir 
and piano styles—is coming into its 
own. 

Whereas a few years ago, if a 
room had one table lamp in it, that 
seemed sufficient. To-day three or 
four are as nothing and this trend 
absolutely means more sales for the 
merchant who carries them. 

Also, prices in this line are much 
more popular than before and the 
wide-awake merchant can _ secure 
wonderful values for his local trade 
by keeping his eyes and ears open. 

By way of example, we recently 
found a mighty attractive wrought 
iron colonial bridge lamp, all 
equipped with parchment shade and 
cord which we were able to sell at 
well under four dollars. 


Value in Portable Lamps Is 
Big Appeal 

Three years ago, this type of 
lamp ‘would have been considered 
reasonable at twice this amount. 
Such values as this make folks 
realize that you are interested in 
getting good values for them and it 
all helps business. 

Before closing, I suppose I should 
tell you that at present writing we 
do have a specialty man in charge of 
our electrical and radio department, 
but this article is based on our ex- 
perience prior to last fall when he 
came to us to build up the kind of 
a department we felt we were logic- 
ally coming into. 

If you are in a position to take 
this step, so much the better for you, 
but I frankly do not deem it an es- 
sential in order to enter the elec- 
trical goods business. 














As for Radio— 





Where Do We Go from Here? 


A Discussion of Models and Policies That Pertain to 
Next Season’s Activities in the Newest Merchandising Field 


r YWO questions are uppermost 
in the minds of all persons 
concerned with the merchan- 

dising of radio: 

“What is going to happen to the 
receiving apparatus?” and 

“What is going to develop in the 
dealer situation?” 

With the importance of these two 
questions in mind, ELECTRICAL GOODS 
asked manufacturers these two ques- 
tions: 

“In your opinion will there be 
radical changes in design? (A) 
Technical, (B) Cabinet?” and 

“What, in your opinion, will be 
the changes in merchandising 
plans and policies?” 

A sufficient number of replies have 
been received to indicate what is in 
the radio maker’s mind, especially as 
these replies in the main agree 
except as to the details. Coincident 
with this inquiry came the seven- 
teenth annual meeting of the Elec- 
trical Supply Jobbers Association 
and the meeting of the Radio Section 
of the Associated Manufacturers of 
Electrical Supplies at Hot Springs, 
Va. The corridor gossip as well as 
the formal discussion at these meet- 
ings has its bearing on this opinion 
as to the changes in merchandising. 


No Radical Design Change 


Because less space will be required 
to present the answer, we first will 
take up the question as to design. 

Twenty per cent of the manufac- 
turers of receiving instruments who 
were asked about the next season’s 
products answered that there will be 
only slight technical changes. We 
will quote a paragraph from the reply 
of one of the technical leaders among 
manufacturers. He says: 

“Apparently, the technical side of 
radio is fairly well standardized. 
However, there is always the chance 
of something new being developed.” 


By CLYDE JENNINGS 


This paragraph expressed the 
sentiment of all writers, except that 
practically all refer to the natural 
steps in the way of technical refine- 
ment and an increased ruggedness of 
technical structure. 


Refinements in Cabinets 


The next question in order of space 
required for presenting the combined 
reply concerns cabinet changes. 

On this question these makers are 
agreed that the period for radical 
yearly changes has passed and that 
cabinets, like the technical side, will 
be subject to refining changes only. 

As to the higher priced models, of 
course, there will be some new and 
striking designs. One manufacturer 
says, ““Watch the development in the 
furniture idea.” Another says the 
changes will be especially “in the 
console type.” 

It is apparent that these manu- 
facturers believe that the reliability 
of the radio receiving set has been 
accepted and buyers are willing to 


put sufficient money into instruments . 


to make them adornments to their 
homes, as well as providing informa- 
tion and entertainment. 

The fact that manufacturers are 
not thinking of radical changes in 
the cabinets for the coming year will 
bring up the question that is so 
familiar in other merchandising 
lines, of the value or lack of value 
of the annual design. That debate is 
everlasting in all business with the 
style element. 


Some Innovations Expected 


This talk of stability of the tech- 
nical and cabinet design is not to be 
taken as indicating that there will 
be nothing new. There will be some 
new features. Single dial control 
will be extended. Inclosed loud 
speakers will be improved in detail. 
There also will be more and improved 
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combination phonograph and radio 
instruments. 

In the merchandising phase there 
is much more doing. 

The signs of some impending 
changes are read easily in the rift 
of the clouds of the spring months 
that are now disappearing. Some 
changes that are indicated are: 


Changes in Merchandising Plans 


A closer relation between dealer 
and manufacturer, regardless of 
jobber or direct supervision. 

A more careful supervision of 
selection of dealers by all factories 
that are looking to the future. 

Better and more sales helps that 
carry forward a selling policy. 

A tendency toward exclusive or 
semi-exclusive jobber and dealer 
representation. In many cases 
dealers will have exclusive sale in 
the trading center of their terri- 
tory. 

A demand upon the dealer that 
he handle one line exclusively or 
at least he handle lines that are 
non-competitive on a price basis. 


Two New Factors 


There are several factors in the 
dealer field that are certain to affect 
the plans of some other manufac- 
turers. The entry of the Victor 
company in the combined instrument 
field is a serious factor with many 
distributors. Victor phonograph 
sales have been on a practically ex- 
clusive basis. During the last few 
years many Victor dealers have sold 
many makes of radio and just how 
this situation will be handled is one 
of the interesting things to watch. 

Another factor that cannot be 
neglected is the entry of The 
Stewart-Warner Speedometer Cor- 
poration with its strongly built auto- 
motive accessory jobber, dealer and 
service organization. It is the inten- 























tion of this firm to add to its auto- 
mobile outlets many retail distribu- 
tors for the radio line. 

These two big firms now coming 
into this field have firmly fixed mer- 
chandising policies and will bring 
in a new note in radio merchan- 
dising. 


What Manufacturers Say 


The replies, received in answer to 
the question sent out, indicate that 
those answering will stand by their 
past distribution plans, which may 
be merely another way of saying 
that those manufacturers who have 
had bad distributing experiences did 
not answer this question. We will 
quote in part some of the replies: 

C. T. Lawson, vice-president in 
charge of sales, The Dayton Fan and 
Motor Company, strongly favors the 
exclusive territory system for both 
distributors and dealers. He says 
that “this seems the only way that 
the manufacturer can make sure that 
he may be able to get away from the 
evils which have existed for the last 
two or three years.” 

C. D. Tuska, president, The C. D. 
Tuska Company, offers this sugges- 
tion: “It seems reasonable to believe 
that a number of manufacturers will 
attempt to sell directly to dealers, 
eliminating the jobber distribution, 
which has not proven satisfactory in 
many cases.” 

Splitdorf Electrical Company, 
through E. A. Kelley, treasurer, says 
that it will continue the policy of 
exclusive distribution and protection 
in exclusive territory. 

George A. Scoville, vice-president 
and sales manager, Stromberg-Carl- 
son Telephone Manufacturing Com- 
pany, says that the direct-to-dealer 
sales policy, “with its rigorous pro- 
tection, will be continued as it has 
proven extremely satisfactory.” 


What Dealers Require 


“Manufacturers are _ confining 
their efforts to the legitimate deal- 
ers,’ writes Edmund H. Eitel, vice- 
president, Pfanstiehl Radio Com- 
pany, and he continues, “These deal- 
ers have real radio departments. 
These legitimate dealers are requir- 
ing an exclusive franchise from the 
manufacturer. The _ revolutionary 
tendency is away from open to closed 
distribution.” 

R. S. Davis, writing for Atwater 
Kent Manufacturing Company, says: 


“We have found our sales policy quite 
popular and this year have made only 
minor changes.” 

P. Boucheron, publicity manager, 


Radio Corporation of America, 
writes: 
“In merchandising plans and 


policies we look for an evolution also. 
Manufacturers are _ interested in 
their outlets, naturally. But it does 
not seem to us that any individual 
manufacturer can force the promo- 
tion of his own interests by novel 
experiments with distributing sys- 
tems that differ very widely from 
those channels that now exist. 

“The question of who will be the 
ultimate radio dealer to our thinking, 
will be worked out by the retailers 
themselves. It is the old story of 
the survival of the fittest, and the in- 
creasing number of real merchant- 
dealers now being attracted to the 
ranks of radio retailers will serve to 
speed up the weeding out process.” 


Helps for the Dealer 


J. K. Smith of The Stewart- 
Warner Speedometer Corporation 
says, “‘We think that the changes in 
merchandising plans and _ policies 
simply will be a general move—back 
to business. ... In fact, there ap- 
parently has been an unlimited sales 
vacuum in the radio field, which has 
done much toward producing the 
present demoralizing radio market 
—because both manufacturers and 
dealers forget that there is such a 
thing as selling in connection with 
0 

“The merchandising plans and 
policies of radio are going to under- 
go quite a radical change. 

“We, here at Stewart-Warner, have 
had the advantage of undergoing the 
same youthful stage in the automo- 
tive industry that the radio industry 
is now passing through, and we are 
going to establish our dealers and 
merchandise our radio products along 
the same lines as time has proven 
to be successful in the automotive 
field. ... 

“In addition to offering our deal- 
ers an opportunity to build a success- 
ful business in radio, we are going a 
step farther and take every Stewart- 
Warner dealer under the wing of 
our organization, and personally see 
to it that he makes a success of his 
business.”’ 

There is much loose talk going the 
rounds these days, especially when 
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some one begins to quote phonograph 
and automobile sales methods as the 
pattern on which the radio sales 
garment should be cut. 

Often the citing of automobile or 
phonograph sales plans becomes a 
joke, because the speaker has investi- 
gated only one automobile or phono- 
graph company plan. 


Selectivity of Dealers 


Both of these industries do set 
excellent precedents, however. In 
writing to ELECTRICAL Goops the 
dealer-critics of radio selling often 
use the same line as the basis of 
the complaint. They say, “We 
cannot compete with butchers, feed 
stores, barber shops and every curb- 
stone deaier in the community.” 

Now comes the difference. Any 
one who has been closely associated 
with either the automobile or phono- 
graph business knows that successful 
dealers have been drawn from many 
lines of business and perhaps many 
of the four named have succeeded in 
these lines of business. The differ- 
ence has been, however, that if the 
feed store man wanted to sell automo- 
biles or phonographs, he had to sell 
them some place outside the feed 
store. 

This step was brought about by 
factory supervision over the dealer, 
regardless of whether he was named 
by a factory representative or a job- 
ber. Both of these lines have de- 
manded, in the main, that where they 
are represented they should be well 
represented and not misrepresented. 

All successful automobile and 
phonograph factory sales depart- 
ments have maintained a dealer list 
and, they know how active these 
dealers are. 


Local Importance of Dealer 


This explains why the phonograph 
has been intrdduced into so many 
communities through recognized 
stores and why radio eventually will 
come into these stores. It is inevit- 
able that any product eventually will 
find its level in that community in 
keeping with the local dealer. 

It might be well for radio manu- 
facturers to study closely’ the 
methods that have succeeded in kin- 
dred merchandise lines and then 
avoid the pitfalls that have been so 
costly in other lines. Over-produc- 
tion and unsupervised sales outlets 
are two pitfalls. 












































The best lighting at 
the bathroom mirror 
is obtained by means 
of two brackets—one 
at each side of the 
mirror. They should 
contain 50-watt lamps 
in dense glass shades 
about 65 in. above the 
floor. A duplex out- 
let is shown at right 


of wash stand 
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A suitable bracket for 
a top light consists of 
a dense diffusing-glass 
shade and a porcelain 
fitting. Two brackets, 
one at each side, are 
the most desirable for 
the mirror. Where 
only one bracket is 
| used, the one shown 
_ at lower left is suitable 




















Sell More Equipment by Telling About the Proper 


Lighting for the Bathroom 


Fifth of a Series on “Wiring and Lighting for the Home” 
Revealing the Sales Opportunities in Domestic Lighting 


N analysis of the bathroom 
A with electric wiring and light- 
ing reveals clear-cut problems. 
General illumination is required as 
well as localized illumination at the 
mirror. Various appliances are 
used in the bathroom so that a wal] 
outlet is desirable. 

Furthermore, the hands are often 
wet when turning on switches so 
that special precautions may be 
necessary against the possibility of 
electric shock. These are the more 
important considerations for which 
we shall develop herewith standard 
specifications applicable to all bath- 
rooms regardless of size, shape, or 
furnishing. 

The tile, porcelain fixtures, walls 
and ceiling in bathrooms are gen- 
erally of high reflection-factor; that 
is, they reflect most of the light 
which falls upon them. This not 
only conserves light, but makes it 
easy to provide lighting free from 
glare because bright sources or 
shades seen amid bright surround- 
ings are less glaring than amid dark 
surroundings. 

We might digress here for a 
moment to consider glare further. 
A burning match is a rather feeble 


By M. LuckiEsH 


light-source and would not be con- 
sidered glaring under ordinary con- 
ditions. However, we all have experi- 
enced its blinding glare outdoors on 
a dark night. Or we might recall 
holding a lantern outdoors on a 
black night. How unsatisfactory the 
lighting was. This is due to the 
dark surroundings. We may simu- 
late the condition indoors by paint- 
ing the walls, floor, ceiling, and fur- 
nishings with black paint. 
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A lighting unit which is free from 
glare amid light surroundings will 
be very glaring in this room. The 
effect is harsh as it would be out- 
doors in the day time if there were 
no atmosphere to diffuse light which 
produces a bright sky. The sun 
would then shine harshly amid a 
black sky. 

These glimpses indicate the im- 
portance of moderately bright sur- 
roundings in eliminating glare and 
harshness. We should not conclude 
that the surroundings in other rooms 
should be light-colored as in the bath- 
room. There would be no place to 
rest the eyes; therefore, we com- 
promise by finishing the walls of 
most rooms a medium shade. How- 
ever, we do not linger for long 
periods in the bathroom, so that the 
bright walls are not tiring. 

The mirror in this room is the 
most important location from a light- 
ing viewpoint. Investigations have 
shown conclusively that the best 
lighting at the mirror is obtained by 
means of two light-sources—one on 
each side of the mirror, as _ illus- 
trated herewith. These should be at 
a height of about 65 in. 

A practical fixture is a staunch 











bracket containing a dense diffus- 
ing-glass shade and a 50-watt lamp. 
A porcelain fixture, or a metal one 
heavily enamelled, harmonizes with 
the tile and equipment. These may 
be controlled by a wall-switch or by 
means of pull-chain sockets. In the 
latter case, an insulating link is de- 
manded by some electrical codes. 

A simple bracket above the mirror 
is sometimes used, but it does not 
provide as satisfactory lighting as 
the two side brackets which are 
lower. This is readily demonstrated 
by a man in shaving. The single 
bracket above does not provide suffi- 
cient light under the chin and the 
shadows are annoying. Further- 
more, with the single source, it is 
necessary to turn the head from one 
side to the other, whereas, with the 
two side brackets, the lighting is 
nearly perfect. 

A suitable bracket for a top light 
consists of a dense diffusing-glass 
shade and a porcelain or enamelled 
fitting. If it is the only fixture in 
the room, it should contain from 50 
to 75 watts. Owing to its high loca- 
tion, it is best to control it by means 
of a wall switch. This eliminates the 
annoyance of a dangling pull chain 
before the mirror. 

There is some difference of opinion 
as to the necessity for a ceiling fix- 
ture in the center of the room. If 
two brackets are located at the 
mirror, they can supply enough light 
for the bathroom. However, a ceil- 
ing fixture is convenient even if it 
is not necessary. In any case it 
should be controlled by a wall-switch 
near the entrance. 

The best type of ceiling fixture is 
one similar to that used in the 
kitchen. It should consist of an in- 
closing diffusing glass held by an 
enamelled fitting close to the ceiling. 
In those many cases where there are 
no brackets but a ceiling outlet is 
available, a fairly satisfactory light- 
ing can be obtained by using a 100- 
watt lamp in this inclosing unit. 

By using a large quantity of light, 
the walls will reflect enough light to 
the face before the mirror. This is 
an example of indirect-lighting. It 
is not the best solution, but the ex- 
pedient suggested is the best way out 
where there are no brackets. 

The wiring plans for a new house 
should specify two brackets at the 
mirror controlled by a wall-switch or 
pull-chain sockets. If a ceiling fix- 
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A duplex electric outlet is situated 
near the mirror about 36 in. above 
the floor 


ture is used, it should be controlled 
by a wall-switch. A duplex wall out- 
let is located at the right of the 
washstand and about 6 in. above 
the floor. This is a satisfactory 
height for readily connecting appli- 
ances. 

In a more elaborate bathroom 
there are some further lighting pos- 
sibilities. For example, a_light- 


source may be installed in the ceil- 
ing above the bath tub or in the ceil- 
ing of the shower compartment. This 
should be covered with clear glass 
tightly sealed. 

In general, the bathrooms, as is the 
case of other rooms, are not ade- 
quately wired and lighted. For ex- 
ample, in the wired middle-class 
urban homes, two out of three of the 
ceiling fixtures are drop-cords and 
only half the bathrooms contain 
ceiling fixtures. 

There is an average of 0.6 wall- 
brackets per bathroom; that is, there 
should be three times as many brack- 
ets in the bathroom as there actually 
are. Rarely is there a wall outlet 
in the bathroom, because there is an 
average of only about one per wired 
home in this country. 

In existing bathrooms where there 
are no brackets and there is a ceil- 
ing outlet, perhaps the best way out 
is to install a ceiling unit of inclos- 
ing glass containing a 100-watt lamp. 
If there is no wall-switch, it is best 
to fasten a pull-chain switch to the 
canopy or fitting of the fixture and 
have a cord hang down from it so as 
to be within reach. If it is not diffi- 
cult to install brackets, two of them 
—one on each side of the mirror— 
is the better solution. 





When to Sell These Fixtures 


HE time to sell proper fixtures 

is when the wiring plans for a 

house or rooms are available 
to change. The house owner should 
be given a full opportunity to study 
the different effects of lights and 
make a decision before the wiring is 
covered up. 

The hardware dealer often has 
access to the original plans for the 
house before the wiring contract is 
settled as to detail. This opportunity 
comes to him when he prepares his 
bid for the hardware. Of course, he 
is not then asked to look over the 
wiring specifications, but that is no 
reason why he should not look them 
over and call to the attention of the 
builder that certain things in the 
way of lighting are desirable. 

Often the same opportunity comes 
to the interior decorating department 
of the department store. It is con- 
sulted when rooms are to be re- 
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modeled. Frequently it is asked to 
look at the old rooms and to make 
suggestions. Right then is the time 
to sell the prospect on a certain style 
of fixture. 

Any one who is selling fixtures 
should keep more or less (chiefly 
more) in touch with the building 
situation and at least prepare the 
way for the sale of the right kind of 
fixtures later by having the house or 
rooms wired so that the proper fix- 
tures can be installed when the time 
comes. 

If the hunt for fixture prospects is 
delayed until the house is built, the 
dealer is handicapped by being able 
to sell only such fixtures as can be 
used on the outlets that were put in, 
because the builder is not in the 
mood for spending more money right 
at that time. 

Eternal scouting among builders 
is the key to the proper fixture sales. 




















EER PEET. Ime glad you 
1) think its a good job working 
in a shoe store becaws if a 
feller dont like his job he generully 
isnt very good at it. I spoze you 
enjoy sitting there in frunt of sum 
little pony flapper and mezzuring 
her feet for her and trying to keep 
your eyes on your bizness, but | 
dont think thats a regguler job like 
being in electricks like me. 

I bin soking up sum sailsmun- 
ship lately becaws a travvling man 
cum from the hous that makes the 
vacqum cleeners we keep and the 
boss told him we aint selling enny 
now. Nothing doing in them, he 
sed. Well the sailsmun sed if the 
boss wood giv him the names of 
sum kind of neer prospects heed 
go see em. 

The boss giv me the names and 
lent me to him to help carry his 
stuf. The sailsmun was a good 
feller and | was glad to go along 
becaws I wanted to see if there was 
ennything in this bell ringing 
bizness. Sum fokes buy from 
peddlers that cum around and | 
wunderd why a man coodnt just 
beet em to it by doing a little 
peddling himself but | hadnt sed 
ennything to the boss becaws sum- 
times he thinks Ime purty fresh 
with my ideeas ennyway. 

Well this sailsmuns name was 
Georj Budwirst and you wisper it 
Peet, heez the bozo that gets the 
mun out of sailsmunship. We 
tackld 2 places and they tirnd him 
down like Charly Hughes tirning 
down a bootlegger. 

‘“‘Not so good,” he says. “Now 
next place you walk up to the dore 
and say Mister Pucket (thats my 
boss) sent you to show her how his 
Hotstuf vacqum cleener will cleen 
her biggest rug in a few minnits.” 

So I did and then I interduced 
my frend, Mister Budwirst, and we 
went in and hookt up and cleend 
a rug so qwick that the woman 
didnt bleev it cood be cleen yet. 
“Wy Mister Bludthirsty,”’ she says, 
“it cant be cleen so qwick.” 


The sailsmun didnt pay enny 
attenshon to being calld out of his 
name and he sed, “Yes mam its 
cleen as a wissel. Just pound it 
and youll see you wont get enny 
dust.” 

The woman pounded it good 
but it was cleen just like Georj sed. 
So then he got to talking to her 
about vacqum cleeners and what 
good things they were and she 
sined up. Then he sold her a elec- 








trick iern too and we went on to 
another hous. 

We workt it that same way all 
the time and he sold 6 vacqum 
cleeners and 2 more ierns and sum 
other stuf. That sailmun just 
kept his eye open all the time and 
every place we went in heed see 
sumthing that giv him a chance to 
talk about sum other electrick stuf 
whether it was sumthing his hous 
made or not. He just was aut to 
get the boss all the orders he cood 
and he did it too. 








I gess one reezon Georj was so 
keen to put it over was becaws 
heez all upset about Ireen. This 
was his seckond trip heer since 
Ireen has bin in the store and if he 
has his way heel be making this 
city about once a week. But 
mebby heez going to get in rong 
with the boss if he dont wach his 
step. Mr. Pucket has gone kind 
of blooey about Ireen himself. | 
gess he likes sumthing thatll make 
him forget about his wife becaws 
the bosses wife is sumthing it aint 
too eezy to forget. Sheez one of 
theez now—well sheez just as like 
as not to be telling us what to do 
in the store when it aint enny of 
her bizness. 

So sum day Peet the bosses wife 
is just going to call Ireen a hussy 
like they do in the mooveys and 
then Ireen '[] rezine and the boss ‘II 
say forgiv his wife becaws she aint 
rite in her bean and ennyway sheez 
got hallytoesis and heez never 
luvvd her like he luvs Ireen and 
heel get a divors if Ireen ‘Il hav 
him. 

Fat chance of old lady Pucket 
letting go of her meel tickit. And 
Ireen wood just as soon think of 
marrying the nite wachman of the 
cold storij plant as to marry the 
boss. 

So thats all this time from your 
old pal. Johnny 
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our markets ready! 


Here they are—the thousands and thousands of 
housewives who know the story of Premier Du- 
plex supremacy. They know the double action 
that gets all the dirt—the ball bearing motor and 
brush that mean no oiling—the efficiency that 
lasts a lifetime. ‘They know—and they’re ready 
to buy. Who'll sell them? 


Clinch these sales for yourself! Make imme- 
diate profits from immediate sales—and, at the 
same time, win from well-pleased Premier Du- 
plex purchasers their steady, profitable patron- 


Popes 


ELECTRIC VACUUM CLEANER CO., Inc. 
Cleveland, Ohio 


Manufactured in Canada by the Premier 
Vacuum Cleaner Company, Ltd., Toronto and 
Winnipeg, and the Canadian General Electric 
Company, Ltd., General Offices, Toronto. 
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Caution Is Necessary in Selecting the Radio Line 


Review of Present Situation in Industry Indicates That 
Many Manufacturers Will Be Eliminated in Near Future 


The following review of the radio 
industry at present is extremely im- 
portant to present dealers and those 
merchants who are _ considering 
taking on a radio line or changing 
their line. 

The review is a fair presentation 
of present conditions. This means 
that the merchant should investigate 
carefully: (1) manufacturing experi- 
ence back of the product, which is a 
guarantee of its quality; (2) finan- 
cial stability of the company, which 
usually answers the question of 
dumping; (3) merchandising plans 
and policies and the faithfulness with 
which these have been carried out in 
the past.—EDITOR. 


UE to over-production the 
1) radio industry is now in an 
era of readjustment and this 
readjustment is expected to result 
in healthier conditions prevailing 
during the closing months of the 
year, when the industry will, accord- 
ing to opinion, again enjoy a period 
of prosperity when the holiday sales 
are under way. 

During the first five months of 
1925, according to a survey of condi- 
tions in the industry, sales were 
larger than for the corresponding 
period last year, but the period has 
been a difficult one for most produc- 
ing companies. Over-production, it 
is pointed out, with consequent price 
cutting, explains the situation. It is 
estimated that within recent months 
more than 750,000 receiving sets have 
been offered at prices averaging only 
one-half of their original listings. 


Too Many Sets in Hands of Trade 


“Although a large portion of these 
distress stocks have been absorbed 
by the public, supplies in the hands 
of the trade are still excessive,” says 
the Standard Daily Trade Service in 
a review of the industry. ‘“‘More- 
over, with the dullest season of the 
year now at hand, it is improbable 
that any great improvement in the 
situation will be experienced before 
fall. Beginning with September and 
continuing through December, sales 
should show a sharp expansion. 


“Certain of the leading companies, 
by refusing to participate in the 
price-slashing campaign, have man- 
aged to keep profit margins on a 
satisfactory basis. The majority, 
however, have not. There have been 
in recent months not a few failures 
among the smaller-type manufac- 
turers, and it is our opinion that a 
number of other concerns will experi- 
ence serious financial difficulties be- 
fore the present readjustment is 
completed. 

“The radio apparatus manufactur- 
ing industry at present is suffering, 
precisely as many of the leading in- 
dustries have suffered at some time 
or other in the past, from the un- 
favorable effects of excessively rapid 
expansion. During the latter months 
of 1924, when radio was experiencing 
its real boom, hundreds of companies 
were organized to produce and sell 
apparatus. Most of these new com- 
panies planned their production on a 
scale measured by the operation of 
the older and well established con- 
cerns. 

“The result was an enormous in- 
crease in the producing capacity of 
the industry. Inasmuch as the lead- 
ing organizations were far behind 
on orders, there was for a time suff- 
cient business to keep most com- 
panies actively employed. But when 
public demand suddenly collapsed 
after the beginning of the current 
year, the industry found itself sub- 
stantially overbuilt. 

“Several of the veteran companies 
in the industry, apprehending the 
serious results of such a situation, 
promptly curtailed operations. Most 
of the newcomers, however, did not, 
partly because they held, or were 
under contract for, enormous sup- 
plies of materials and partly because 
they believed the slump in demand to 
be temporary. But when business, 
instead of improving, constantly be- 
came worse, the companies dis- 
covered only too late that they had 
accumulated large stocks of appara- 
tus for which there was no outlet. 

“The result of this situation has 
been the most severe price-slashing 
campaign the radio industry has ex- 
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perienced since its inception. In 
consequence the industry is more or 
less demoralized at this time. 

“Many of the weakly situated 
companies have already been forced 
out of business. In addition to hold- 
ing stocks of finished merchandise, 
a number of the companies are bur- 
dened with heavy stocks of materials 
which were purchased at prices sub- 
stantially higher than those now 
obtaining. Patent infringement 
suits, morover, are pending against 
not a few of the concerns. 

“The liquidation of these concerns 
will, of course, serve to reduce the 
producing capacity of the industry 
and thereby place it on a stronger 
foundation. But this readjustment 
will take time. With the dullest 
season of the year at hand it is 
improbable that the depressing 
stocks will be disposed of before fall. 

“Beginning with September and 
continuing through the fall and early 
winter months we expect sales to 
show sharp expansion. This period 
is always the best season of the year 
in the industry, and there are no 
reasons for believing that such wil! 
not be the case in this instance. 


Radio Sales Expected High 


“Nothwithstanding the slump in 
business experienced thus far this 
year, as compared with the closing 
months of 1924, the indications are 
that total 1925 sales will exceed 
those for last year by a rather wide 
margin. Leading authorities in the 
trade estimated this year’s total sales 
at $450,000,000 compared with $350,- 
000,000 in 1924. Profits, however, 
will be distinctly disappointing to 
stockholders of all but a few of the 
principal companies, owing to the 
readjustment of prices. 

“In the first place, the potential! 
demand for radio in this country is 
enormous. Whereas there are 15,- 
000,000 passenger automobiles and 
9,000,000 phonographs in use in the 
United States at present, there are 
only 3,500,000 tube radio sets in 
operation. This certainly indicates 
that no early saturation point is to 
be feared.” 
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As a result of several years study and investigation to bring about 
a simplification of the Mazda lamp line, the Westinghouse Lamp 
Company announces the New Standard Mazda lamp. 


The first lamp of the New Standard Line, which will include lamps 
from 15 to 100 watts, isa 25 watt Mazda lamp. This lamp, available 
to the trade as of July Ist, will eventually replace twelve lamps of 
present design. 

All lamps included in the Westinghouse New Standard Line will 
be of uniform bulb shape and finish. ‘The inside frosting is an im- 
portant feature. Smaller types will be vacuum lamps; larger types 
gas-filled. 


Westinghous 
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New Goods to Sell 


Waffle Iron 

















A new waffle iron, 6 in. high and with 
7%-in. aluminum grids has been an- 
nounced by The Frank E. Wolcott 
Manufacturing Company, Hartford, 
Conn. The heating elements, accord- 
ing to the manufacturer, are of special 
construction. The iron is equipped with 
an “all-appliance” connector plug and 
a 6-ft. asbestos-covered cord. 


Copper-Tub Washer 

















A new copper-tub electric washer 
with a capacity of eight sheets or their 
equivalent is being manufactured by 
the Delite Manufacturing Company, 
Bryan, Ohio. The tub is 20-0z. corru- 
gated copper, tinned inside. The 
agitator is all metal and it floats. 





Electric Lamp Bulbs 

















A new type of incandescent lamp 
which contains two separate filaments 


arranged in such a way that, when 
one is burned out, the removal of a 
small brass cap connects the electric 
current with the second filament, has 
been announced by the Dualite Electric 
Lamp Corporation, 1170 Broadway, 
New York City. The lamps are gas 
filled, and are made in the clear, bowl- 
enamel, daylight, and white types. 


New Line of Fixtures 

















Seventeen new fixtures have just 
been added to the line of The Miller 
Company, Meriden, Conn. 

The fixtures are of a semi-Georgian 
design, with many new improvements. 

Included in the new line are ceiling 
and candle fixtures for dining room, 
living room, etc.; one- and two-candle 
wall brackets, hall lights and porch 
lanterns. 

All the fixtures are made to take 
glass shades. 


Feed-Through Switch 

















What is announced as the smallest 
feed-through switch yet produced is 
shown above and has just been placed 
on the market by the Beaver Machine 
& Tool Company, Inc., Newark, N. J. 
The switch is of a push button type, 
housed in a nickel-plated casing and is 
Underwriters’ approved for 6 amp. 125 
volts. It is especially appropriate for 
nickel-plated table appliances. 


Elements for Heaters 


A carton of twelve electric heater 
units separately packed has_ been 
introduced by the Waage Electric 
Company, Chicago, Ill. The carton is 
constructed with a swing-back stop 
suitable for counter display. The unit 
is constructed to fit all reflector heaters 
with standard sockets. It is known as 
the Waage “Replaceall” heater unit. 
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Battery Charger 

















A battery charger which combines in 
one unit all the facilities necessary for 
charging both “A” and “B” radio 
storage batteries at home with current 
taken from the regular house lighting 
circuit is being manufactured by the 
Valley Electric Company, St. Louis, 
Mo. The panel, containing binding 
posts, dial switch and ammeter, is 
grained and engraved Bakelite. 


Line of Plugs 























The above illustration shows a line 
of plugs manufactured by the Anylite 
Electric Company, Fort Wayne, Ind. 
The one at the top is the twin plug, 
which will double the duty of any 
socket or wall outlet. The one at the 
lower right is known as the TP-3 plug, 
and the one at the lower left is the 
Anylite TP-2. 





Twin-Rotor Condenser 














A twin-rotor condenser which is said 
to entirely eliminate body capacity, due 
to the fact that there is no metallic 
connection between the dial and the 
plates, is being manufactured by the 
Remler Radio Manufacturing Company, 
182 Second Street, San Francisco, Cal. 




















Summer Sells 
STAR-Rite FANS 


The hot weather makes ’em buy—perspiration is the secret of 
fan sales—the complete stock gets the sales—and with sales 
come the profits. 


8” Straight Fan 


$9.00 


In Canada $11.00 


Staunchly powerful motor—sturdy construction 
throughout—felt-padded drawn steel base—highly 
polished nickel finish throughout. 





10” Straight Fan 10” Oscillating Fan 


$10.00 $15.00 


In Canada $12.25 In Canada $18.50 
Same in construction as above but in Smooth, quiet, dependable oscillating 
straight model only. lull 10” blades mechanism. Same in finish and con- 
give abundance of cool air. struction as 8” Straight Fan. 


Special Free Offer 





A STAR-Rite 


Aluminum Drying Comb 
(Lists at $1.00) 
With Every $3.50 STAR-Rite 
CURLING IRON 
Here is a real profit-making opportunity 
—a $1.00 seller for nothing! 


This aluminum comb is a tremendous convenience STAR-Rite Drying Combs 
in hair dressing. It fits right on the curler rod of Furnished Free with Every 
the STAR-Rite Curling Iron and hastens the drying Order for % Dozen, or 
of hair after the shampoo. It removes all traces of more, $3.50 STAR-Rite 
‘the old wave, making it easier to achieve a perfect, Curling Irons. 


fresh coiffure. 
It’s a sure-fire seller! 


) 4) I te 


ELECTRICAL NECESSITIES 
FITZGERALD MFG. CO., Torrington, Conn. 


CANADIAN FITZGERALD COMPANY, 95 King Street, East, Toronto, Ont. 
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Radio Tuning Dial 

















A radio tuning dial known as the 
“Micro-Dial” is being manufactured by 
the Jewett Radio & Phonograph Com- 
pany, Pontiac, Mich. This dial fits any 
panel and any shaft simply by re- 
moving the lock screw on the present 
dial with a screw driver, slipping the 
old dial off, and the new dial on, ac- 
cording to the manufacturer. It has 
an inner adjustment which, the manu- 
facturer states, is 50 times as accurate 
as the ordinary dial, as there is a gear 
reduction which prevails between it 
and the ordinary course dial. 





Vacuum Tube Tester 

















A vacuum tube tester for use in the 
home has been introduced by the Sterl- 


ing Manufacturing Company, 283! 
Prospect Ave., Cleveland, Ohio. On 
the bottom of each tester is a com- 


parative chart, which definitely in- 
structs how to operate and tells the 
user when the tubes are good, fair or 
poor. The specifications of the R-401 
vacuum tube tester are: size, 4 x 7 x 2 
in. high; finish, black frostine; rubber 
feet: silver etched dial with raised fig- 
ures; flange and tube socket, nickel; 
28-in. green flexible cord. 


New Five-Tube Set 

















A complete ensemble of matched 
radio units has been placed on the mar- 


ket by the Stewart-Warner Speed- 
ometer Corporation, 1826 Diversey 
Blvd., Chicago, Ill. This ensemble 
consists of the line of radio “instru- 
ments,” reproducer, tubes, batteries, 
aerial and ground equipment. The 
“instrument” shown is Model 305, a 
five-tube set in which is incorporated 
the U. S. Navy circuit. The cabinet is 
finished in dark walnut. 


Electric Cooker 


A new electric cooker known as the 
“Everhot,” made in two sizes, one com- 
partment and two compartments, has 
been introduced by the Swartzbaugh 
Manufacturing Company, Toledo, Ohio. 
It is equipped with a four-station re- 
ciprocating heater switch that controls 
the current. On “high,” the cooker con- 
sumes 660 watts; on “medium,” 330; 
and on “low,” 165 watts. In combina- 
tion with the heat control is a tempera- 
ture dial giving a reading of the tem- 
perature in the compartment. It is 
finished in gray enamel with nickel 
trimmings. 


All-Metal Washer 


= 

















A new all-metal washer with a three- 
wing cast aluminum agitator has just 
been introduced by the Horton Manu- 
facturing Company, Fort Wayne, Ind. 
The tub is of heavy copper, nickeled 
inside. All mechanism is beneath the 
tub. It is equipped with the standard 
Horton metal wringer. The diameter 
of the tub is 23 in. 


—— 


Incandescent Lamp Guards 


A varied line of incandescent lamp 
guards for both stationary and portable 
use is being manufactured by Frank 
W. Morse Co., 289 Congress Street, Bos- 
ton, Mass. The portable guards are 
equipped with handles. 
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New Line of Ranges 


























A new line of electric ranges, white 
enameled inside and out, has been in- 
troduced by the Simplex Electric Heat- 
ing Company, 85 Sidney Street, Cam- 
bridge, Mass. Type No. 82 illustrated 
above covers a floor space of 53 x 22 
in., and has a cooking surface of 21% 
x 23% in. It has three hot plates of 
8 in. diameter. Two other models, one 
of which has four hot plates, also have 
been introduced. 


Current Tap 





A current tap of white glazed porce- 
lain is being manufactured by the Circle 
F Manufacturing Company, Trenton, 
N. J. It is known as the “No. 112 Cur- 
rent Tap,” which is packed in a stand- 
ard package of fifty. 


Pocket-Radio Receiver 














emer 





A pocket-radio receiver measuring 
2% x 12% x 4 in. is produced by 
the Auto Indicator Company, 209 Ot- 
tawa Ave., N. W., Grand Rapids, Mich. 
It is entirely self-contained in a bake- 
lite case. It is known as the Standard 
“B” Model. 
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igh VacuumAttachments 
with each Grand Pie Eureka 


In accordance with our recent announcement, and until further 
notice, Eureka dealers everywhere are authorized to GIVE AWAY 
absolutely free, one complete $8.50 set of attachments with each 
Eureka sold by them. Effective as of the same date, all retail dealers 
will receive from the factory or its major distributors, a complete set of 
attachments absolutely free with each Eureka purchased by them. 
We give ’em FREE to you— you give ’em FREE to your customers 


the biy"Clean Up is on again 


This Great Offer May Be Withdrawn At Any Time 


‘Out of a clear sky’’—with amazing un- Eureka quality and value, stimulate the 
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expectedness—Eureka dealers everywhere 
have been authorized to give away, ab- 
solutely free, a complete set of $8.50 attach- 
ments with every Grand Prize Eureka they 
sell. 

This great offer gives authorized Eureka 
dealers the opportunity to ‘‘cash in”’ im- 
mediately on a tremendously active de- 
mand! 

Progressive dealers everywhere 
must recognize that profitable 
merchandising is ever dependent 
upon active consumer demand. 
Free Attachments, backed by the 
universally accepted recognition of 


VACUUM CLEANER 


liveliest kind of consumer demand—produce 
a maximum number of sales with a mini- 
mum of effort. 

Aggressive and resourceful merchandising, 
of which this astonishing offer made at this 
time is typical, is constantly adding new 
value to the desirable Eureka franchise and 
is bringing conspicuous success to Eureka 
dealers. 

The great Free Attachment Offer may be 
withdrawn at any time. Lose no time, 
therefore, in putting yourself in position to 
profit by it. Write or wire the factory for an 
interview with our sales manager for your 
territory. 


7 ~ 
EurEKA VacuUM CLEANER Company, Detroit, U. S. A. 
Makers of Electric Vacuum Cleaners Since 1909 
Canadian Factory, Kitchener, Ont. 
Foreign Branches: 8 Fisher St., Holborn, London, W.C. 1,Eng.: 58-60 Margaret St., Sydney, Au stralia 














: (with the dust-bag 
This Test removed) proves the 
efficiency of the Eureka 
vacuum)”’ principle of cleaning. 





homes where ordinary motor-driven 
brush cleaners, commonly known 
as electric carpet sweepers, have 
en in use some time, this test 
may produce startling results. 























Electric Train 





A new miniature electric train, 
known as the “American Flyer Wide- 
Gauge Wonder Train No. 1433,” has 
just been introduced by the American 
Flyer Manufacturing Company, 2219 
S. Halsted St., Chicago, Ill. The loco- 
motive and each car, including express 
and observation cars, measure 14% 
in., not including couplers. The en- 
gine, a copy of the latest New York 
Central “Twentieth Century,” is 
equipped with a patented automatic re- 
verse that makes it possible to reverse 
the train without touching the locomo- 
tive. 





Portable Electric Heater 








en ne 





Under the name of “Magnaray,” the 
Magnavox Company, Oakland, Cal., is 
manufacturing portable heaters of 
various sizes, including fireplace heat- 
ers. The above illustrated style heater 
comes with one, two or three heating 
units. 

















A new three-way plug which pro- 
vides two side outlets to take standard 
parallel blade attaching caps and one 
Edison base outlet at the bottom, has 
been introduced by the Benjamin Elec- 
tric Manufacturing Company, 120 : 
Sangamon Street, Chicago, Ill. It has 
a threaded shell at bottom to accommo- 
date standard 2%-in. shade holders and 
permits the lamp to hang _ straight 
down. A_ colored dispenser-display 
stand is furnished free with every 10 


devices. It is known as the No. 1083 
three-way plug. 





New Radio Loudspeaker 

















A radio reproducer is being built by 
the Stewart-Warner Speedometer Cor- 
poration, 1826 Diversey Blvd., Chi- 
cago, Ill., especially for use with the 
company’s radio instruments. The 
horn is made from fibre by special 
process and is vulcanized on its outer 
surface. The core of the horn is 
allowed to remain soft which is said to 
prevent the horn from vibrating at any 
note. The reproducer is finished in a 
dark walnut, leather-like surface, and 
stands on a metal base which is deep 
green with gold-bronze high-lighting. 





Flush Receptacle 

















A new line of composition flush re- 
ceptacles, arranged to take either 
parallel or tandem blades of standard 
caps, has been introduced by the C. D. 
Wood Electric Company, Inc., 565 
Broadway, New York City. The bracket 
is made to fit true centers of all stand- 
ard plates and boxes. The duplex and 
single receptacles are both designed 
for side wiring, and both are the shal- 
low type, making them suitable for 
close quarter work. 


a 


Electrically Equipped Cabinet 


A kitchen cabinet equipped with elec- 
tric stove, reading lamp and conve- 
nience outlet for attachment of appli- 
ances, and so arranged that it may be 
used as a dining table, ironing board, 
reading table and serving table, is be- 
ing manufactured under the name of 
“Servette” by the Advance Appliance 
Company, Waterloo, Iowa. It may be 
obtained in finishes of walnut, brown 
mahogany, French gray and _ white 
enamel. 
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Vacuum Tube Socket 

















A vacuum tube socket made especially 
for the UV-199 of C-299 tubes is being 
made by the Pacent Electric Company, 
Inc., 91 Seventh Ave., New York City. 
The socket is fitted with special slotted 
hexagon binding posts for making se- 
cure connections. The springs of the 
socket which make the contact with the 
tube terminals are of phosphor bronze. 





Curling Iron 

















A new “Hotpoint” curling iron with 
a detachable plug at the handle and a 
two-piece attachment plug at the end 
of the cord has just been introduced 
by the Edison Electric Appliance Com- 
pany, Inc., 5600 W. Taylor St., Chicago, 
Ill. The curler rod is of drawn brass, 
nickel-plated and polished. The shield 
can be removed from the curler rod, 
and is equipped with a cool molded 
compound button. 





Ice Cream Freezer 

















An ice cream freezer which freezes a 
gallon of cream in from five to six 
minutes is being manufactured by 
Walter S. Edmands, 25 Pearl St., 
Boston, Mass. No parts are accessible 
while the machine is operating. Clos- 
ing the cover starts the machine, and 
opening the cover stops it. 
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Its BIC 
over BIC 


HE New Gainaday is the talk of the country. Every 

mail brings inquiries from Maine to California 
wanting more information about this new and unique 
washer. The first direct mail announcement 3 months 
ago produced 32% replies (a new record). Then the 
orders started to flow in. And now our production 
has been tripled to take care of repeat orders. 


We said the New Gainaday would dominate the wash- 

ing machine market in 1925. After working day and ) 
night for 3 months taking care of inquiries and orders 

and boosting production, we know that we are not 

mistaken. The response accorded the New Gainaday 

is remarkable. 


Put the New Gainaday on your floor beside any other 
make and watch prospects walk to it first. The attrac- 
tive aluminum and nickel-plated finish acts like a 
magnet. Then when you show the most simple of all 
washing machine mechanisms and explain the won- 
derful water action, the sale is practically made. You 
must see the New Gainaday really to appreciate our 
optimism. Mail the coupon today! 


GAINADAY ELECTRIC COMPANY 
3016 LIBERTY AVENUE, PITTSBURGH, PA. ; 


Manufacturers of Gainaday Cylinder Washers, Oscillator Washers 
and lIroners. 
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BIGGER 


PROFITS TURNOVER 





Immersion Heater 

















An all-metal immersion heater 
equipped with a stand to hold it erect 
over glass or other utensil has been 
introduced by the Clean-Heat Appli- 
ance Company, 604 Mission Street, San 
Francisco, Cal. It is made for use on 
110-120 volts a. c. or d. c., with approxi- 
mate consumption, 200 watts for each 
hour’s use, 


New Cabinet Sets 

















Two cabinet models of one-dial, five- 
tube tuned radio-frequency receiving 
sets are being manufactured by the Mo- 
hawk Electric Corporation, Diversey 
at Logan Boulevard, Chicago, Ill. The 
model illustrated above is known as 
the “Consolette,” and the other model 
is the “Console,” which stands 50 in. 
high, 21 in. wide and 16 in. deep. 


Electric Washer 

















An electric washer equipped with 
copper tub, aluminum lid, aluminum 
wringer and steel cabinet, has been 


introduced by the Voss Bros. Manufac- 
turing Company, Davenport, Iowa. 
“The Floto-Plane Agitator’ (an ex- 
clusive Voss feature) floats with its 
wings resting lightly on the clothing,” 
according to the manufacturer. “Be- 
cause the agitator floats, it does not 
pack, wad and wear the clothes.” The 
company also manufactures washers 
with double tubs of copper and wood. 


Three-Heat Heating Pad 
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A new three-heat electric heating 
pad, covered with heavy white wool 
eiderdown, has just been introduced 
by the Russell Electric Company, 340 
W. Huron Street, Chicago, Ill. It is 
known as the No. D-111 De Luxe Pad, 
of the same construction as the com- 
pany’s “Old Reliable,” with all of its 
“Hold-Heet” features. It is equipped 
with 10-ft. of gray silk cord, white 
plug, three-heat nickel-plated switch 
and white washable slip. 


Radio Aerial Masts 




















A new series of “Hercules” aerial 
masts made in standard lengths of 20 
ft., 40 ft. and 60 ft., all steel construc- 
tion, has been announced by the S. W. 
Hull Company, 2048 East Seventy- 
ninth Street, Cleveland, Ohio. A spe- 
cially designed foundation eliminates 
the use of concrete and permits all sizes 
of masts to be erected in the yard or 
on the roof, as desired. 


Electric Motors 


Electric motors of four sizes, 1/20 
hp., % hp., 1/6 hp. and 4 hp., are be- 
ing manufactured by the Reynolds 
Electric Company, 2650 West Congress 
Street, Chicago, Ill. These may be had 
in either d. c. or a. c. types. 
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Glass Switch Plates 





Cut-glass switch and receptacle plates 
of various types are being manufac- 
tured by the Switch Plate Corporation, 
1819 Broadway, New York City. The 
illustration above shows the single 
(one-gang) switch plate. Metal or 
asbestos backings are furnished upon 
demand, but the plate may be placed 
directly on a papered wall. The plates 
manufactured by this company are 
known as the “Norco.” 


Washer and Dryer 


An electric washer which completes 
all operations from the soiled clothes 
to the iron is being manufactured by 
the Bock Laundry Machine Company, 
Toledo, Ohio. An indicator wheel di- 


rected to various points on a dial 
marked “wash,” “flood,” “dry” and 
“stop” controls all operations. It has 


a capacity of eight pounds dry weight 
per load of clothes. The washing op- 
eration is by a disvlacement plunger. 





Various sizes and types of battery 
chargers are being furnished by the 
Acme Electric and Manufacturing Com- 
pany, 1444 Hamilton Avenue, Cleve- 
land, Ohio. The illustration above 
shows the Acme Sr. De-Luxe. There 
is a switch so connected as to change 
easily from the “A” to “B” battery. 
The case is finished with black crystal- 
lizing lacquer. 





























Cleveland Suction Cleaner Co. 


er 
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For Sales you 
are losing now- 


The quality machine that’s OO 


priced at half its value! 


Sells right over the counter: 


The Cleveland is the new model made at the 
request of hundreds of dealers all over the 
country. It’s the machine for the big public 
who want a real quality cleaner and cannot 
afford a real quality price. 


The Cleveland has the features that house- 
wives recognize at once as quality. And its 
$25.00 price is a sales-clincher. Its manu- 
facturers have put it out at this price only by 
keeping distribution costs exceedingly low 
—no house-to-house canvassing or other ex- 
pensive methods—and by maintaining a 
steady, large production. 


Get busy. Write today for the valuable 
franchise. Stock up—and grab those sales 
that are slipping out of your hands every 
single day! 


ev olarto 


SUCTION CLEANER. 





Or-” Moe see 






Cleveland, Ohio 


Selling Points 


The Cleveland is the 
product of one of the 
largest vacuuin cleaner 
factories. 





It has powerful suction. 


It has a G-E type motor. 





use. 


It is sold under a written 
guarantee. 








cities. 


It has an efficient set of 
attachments that sell for 
$5. 
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It is light and easy to 









It will be serviced by 
45 stations in principal 


























Spring Terminal 


A line of terminals and spring test- 
ing clips of lead, galvanized copper or 
nickel finish is being manufactured by 
the Frank W. Morse Company, 289 
Congress Street, Boston, Mass. “The 
way of connecting the wire is such that 
the connection will not work loose, and 
therefore requires no soldering,” ac- 
cording to the manufacturer. 





Refrigerating Unit 

















A new electric refrigerating ma- 
chine, air-cooled, has been introduced 
by Superior Refrigeration, Inc., Lima, 
Ohio. The unit illustrated above is 
known as the No. 12, which is equiva- 
lent to 75 to 150 lb. ice capacity. Other 
models run up to 650 Ib. 


Radio Loudspeaker 

















A new radio loudspeaker known as 
the Crosley “Musicone” has been an- 
nounced by the Crosley Radio Corpo- 
ration, Cincinnati, Ohio. It has a float- 
ing cone and light, balanced armature, 
and needs no batteries. 





Perfume Lamp 


A perfume lamp known as the “King- 
fisher” No. 351, is being manufactured 
by the Fulper Pottery Company, Flem- 
ington, N. J. 





Cylinder-Type Washer 


An electric washer with a perforated 
zine cylinder is being manufactured by 
the Eden Washer Corporation, 80 
Maiden Lane, New York City. It is 
equipped with a new solid aluminum 
hinged wringer, the top roll of which 
hinges back as soon as release handles 
are operated. 





Electric lron 

















An electric iron with a Nichrome 
ribbon element insulated with mica 
wound so as to give uniform distribu- 
tion of heat has been introduced by the 
Watlow Electric Manufacturing Com- 
pany, 1320 North Twenty-third St., 
St. Louis, Mo. The handle bracket is 
offset in both front and back to prevent 
contact with hand. The wood handle 
is of red rosewood finish. A reversible 
steel stand comes with the iron. A 6 
ft. asbestos cord is supplied. 





Sales Helps for Retailers 


Window Sign Flasher 





Hola-He et 











A moving window display sign which 
“tells a story” is being offered by the 
Russell Electric Company, 340 West 
Huron St., Chicago, Ill., to attract at- 
tention to its “Hold-Heet” electric iron. 
The sign depicts a woman, life-size, in 
the act of doing her ironing. 

The hand and arm holding the iron 
are arranged to move back and forth in 
a natural movement. The oval panel 
carrying the wording, “Iron with the 
comfort handle,” is of translucent con- 
struction and is provided with a flasher 
that turns on and off as the iron slides 
back and forth over the clothes. 


Lighting Sales Helps 


As a follow-up in the home light- 
ing campaign, the Westinghouse Lamp 
Company, 150 Broadway, New York 
City, has issued two booklets for mer- 
chants to distribute to their customers. 
One, “The House That Jack Rebuilt,” 
has a place for the dealer’s imprint, 
and the other, “The Vogue in Home 
Lighting” is accompanied by a letter- 
head bearing the name and address of 
the merchant. 


—_—_- + + 


Radio Sales Manual 


A radio sales manual in the form 
of a booklet has been published for its 
dealers by Allen-Bradley Company, 
Milwaukee, Wis. It is published to 
give dealers a more thorough knowl- 
edge of Allen-Bradley radio devices, 
because, according to the manufac- 
turer, “the first step toward quicker 
turnover and bigger profits is better 
acquaintance with the construction and 
application of the radio devices carried 
in stock.” 


Lighting Equipment Booklet 


“Appropriate Lighting Equipment 
for the Home” is the name of a new 
booklet issued by the Albert Wahle 
Company, 224 Fifth Avenue, New York 
City. The booklet gives complete speci- 
fications for lighting fixtures for 
homes whose building costs range from 
$2.000 to $25,000. 


Electric Outlet Display Card 
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The utility cord tap recently placed 
on the market by the Beaver Machine 
& Tool Company, Inc., Newark, N. J., 
comes packed on an ‘effective display 
ecard which visualizes the use of the 
device. Since the tap is designed so 
that the handy man about the house 
can install his own electric outlets, the 
display card is intended to catch his 
eye and make this sale. 





“B” Battery Service Hours 


A report which discusses the shelf 
life, discharge and capacity character- 
istics of “B” or plate batteries, classi- 
fied according to battery weight in 
pounds, has been published by the Bur- 
gess Battery Company, Harris Trust 
Building, Chicago, III. 
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Sell and 
Profit with 


L. & H Electrics Ranges 

L. & H Electrics Hot 
Plates 

L & H Electrics Table 
Stoves 

L & H Electrics Testing 
Ovens 

L & H Electrics Irons 

L. & H Electrics Urn 
Heaters 

L& H Electrics Waffle 
Irons 

L & H Electrics Reflector 
Heaters 

L & H Electrics Curling 
Irons 

L & H Electrics Heating 
Pads 


L & H Electrics ‘“‘Turn- 
sit’’ Toasters 


oe 





A New Range with a 








Bigger Sales Field 


HE last word in electric cookery is the L & H Electrics Combina- 
tion Range—a high class electric range combined with a built-in 
kitchen heater. 
Here is a range that serves a double purpose. Efficient as a range can 
be from the electrical standpoint. The attached kitchen heater is ideal 


for furnishing heat on chilly Spring and Fall days, a big help to the heat- 
ing system in winter and ideal in the summer months for burning trash. 
It is a full white and gray porcelain enamel finished range, equipped with 
Full Automatic L & H Electrics Time and Temperature Controls. It is 
rust-proof throughout. Has one-piece, porcelain enameled oven with 
rounded corners. Both inside and outside of oven are porcelain enam- 
eled. In addition to the electric baking and pastry ovens, it also has a 
handy storage compartment for pans under cooking top. Pastry oven is 
equipped with the new, improved L & H Electrics Thermometer. 


Learn more about this and other sales-producing L & H Electrics Ranges 
and Appliances—write us today for catalog and details. 


A. J. LINDEMANN & HOVERSON CO. 
Manufacturers 
Milwaukee, Wisconsin, U. S. A. 
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Electrical Business Briefs 


Radio Corporation 
Victor Tie Up 


Agreement has been reached between 
the Radio Corporation of America and 
the Victor Talking Machine Company, 
whereby the latter company will put 
on the market this coming fall Vic- 
trola instruments combined with Ra- 
diola Super-Heterodyne radio receiving 
sets, it was announced May 20 at a din- 
ner given in New York City by the Vic- 
tor company to executives of the Radio 
Corporation, the General Electric Com- 
pany, and the Westinghouse Electric & 
Manufacturing Company. 

The announcement was made by J. G. 
Paine, counsel for the Victor company. 
David Sarnoff, vice-president and gen- 
eral manager of the Radio Corporation, 
responded, and said, in part: 

“The Radio Corporation of America 
welcomes into the radio industry an- 
other great factor of public service. 
While it is quite natural that we should 
be gratified that the Victor Talking 
Machine Company has adopted the Ra- 
diola Super-Heterodyne for its com- 
bination talking machine-radio sets, 
the considerable extension of service to 
the public which this contract assures 
is the phase of the matter that gives 
me the most satisfaction. 

“With the banners of two of the lead- 
ing talking machine companies now un- 
furled in the radio field, with the great 
facilities at their command, with their 
established contacts with the American 
home, through many thousands of local 
dealers, and with the service that these 
companies are rendering and can ren- 
der to broadcasting through their as- 
sociation with the great artists of the 
day, the solution of many of the prob- 
lems in a new art and a new industry 
is brought measurably nearer.” 

This agreement does not affect the 
Radio Corporation’s agreement with the 
Brunswick-Balke-Collender Company. 





Music Master-Ware Agreement 


Walter L. Eckhardt, president of the 
Music Master Corporation, Philadel- 
phia, Pa., has announced that his com- 
pany has taken over the entire produc- 
tion of the Ware Radio Corporation, 
New York City, neutrodyne manufac- 
turers. The Ware sets hereafter will be 
known as the Music Master-Ware prod- 
ucts. 

This announcement was made follow- 
ing a denial by William Dubilier, presi- 
dent, Dubilier Condenser and Radio 
Corporation, of rumors that his com- 
pany would be merged with the Ware 
and Music Master companies. 





Manufacturers’ Consolidation 


A manufacturing consolidation was 
effected recently when the Colonial 
Radio Corporation, Long Island City, 
N. Y., and the Multiple Electric Prod- 
ucts Company, Inc., Newark, N. J., 
merged their factories and sales or- 
ganizations. A. C. Swenson is presi- 
dent of the consolidated company, 
which will be known as the Atlas-Co- 
lonial Corporation. 


| New Mazda Lamps 


The General Electric Company 
has just announced a new line of 
lamps with inside frosting of the 
bulb, which leaves the exterior 
surface smooth. The new line 
| embodies a program of standard- 
| ization whereby the new lamps in 
| possibly five sizes may eventually 
| replace more than forty various 
types and sizes of present lamps. 
The first lamp is a 25-watt size, | 
_ made available to the trade July lL. 
| Simultaneously with the Gen- | 
eral Electric announcement, the | 
Westinghouse Lamp Company an- 
nounces for the first time in this 
issue of ELECTRICAL GOODS 
its New Standard Lamp, with in- 
side frosting. The first lamp of 
the new line, which will include 
lamps from 15 to 100 watts, is a 
25-watt lamp, available the first 
of July. 











Radio Faking Is on the Wane 


Although many errors and misstate- 
ments are continuing to occur, the Bet- 
ter Business Bureau of New York City 
reports a falling off in misrepresenta- 
— radio advertising in New York 

ity. 

“Accuracy,” the organ of the bu- 
reau, gives the following review of 
the radio advertising situation: 

“Constructive efforts which have 
been put forth from several directions 
are bearing fruit. 

“First, the industry is outgrowing 
its infancy and leaders are, by ex- 
ample, establishing standards of sell- 
ing practice. 

“Second, for months past, the trade 
press has devoted much space to edu- 
cational articles and to strong editorials 
urging that the fair name of the indus- 
try be protected. 

“Third, local newspapers, jealous of 
reader-confidence, are on the alert to 
reject deceptive radio advertising. 

“The National Vigilance Committee 
has pioneered with good effect against 
fraudulent practices in the national ra- 
dio advertising and is cooperating with 
the bureau in local action to correct 
abuses in New York City. 

“The Radio Apparatus Section of the 
Associated Manufacturers of Electrical 
Supplies and the Radio Jobbers’ Section 
of The Electrical Board of Trade of 
New York are cooperating. 

“The American Radio Trade Associa- 
tion has announced recently that one of 
its activities will be to cooperate with 
the bureau.” 


Fan Sales Take Spurt 


Sales of electric fans by department, 
hardware and radio shops during this 
month is said to show a big jump over 
the same month last year, according to 
the New York Times. While this is 
primarily due to the heat wave, it also 
reflects the greater merchandising at- 
tention being given these items. 
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Electric Refrigeration 
Still on the Boom 


Interest in electrical refrigeration 
continues to boom with the increasing 
activity among refrigerator manufac- 
turers. A meeting of refrigerator man- 
ufacturers was held the first of this 
month at Hartland, Mich., to work out 
a plan of operation for a permanent 
organization. Some forty representa- 
tives were present, including presidents 
of Serv-El, Frigidaire, Kelvinator and 
Nizer corporations. 

Fred M. Feiker, operating vice-pres- 
ident, The Society for Electrical Devel- 
opment, will present a program next 
month on the creation of a market for 
domestic electric refrigerators. 

The Delco-Light Company, Dayton, 
Ohio, recently reported sales of 21,000 
Frigidaire units in 1924, as compared 
with 5000 in 1923 and 2200 in 1922. 
Fifty thousand units are expected to 
be sold this year. 

The Serv-El Corporation has an- 
nounced several large contracts for 
electric refrigerators, the largest hav- 
ing been signed by the Philadelphia 
Electric Company. It is announced that 
the company has orders on its books 
sufficient to run the factory until De- 
cember. 





Stewart-Warner’s Plan 


The advent of the Stewart-Warner 
Speedometer Corporation, Chicago, IIL, 
into the radio manufacturing field 
marks a new type of distribution in ra- 
dio. The Stewart-Warner radio is be- 
ing distributed solely through the long- 
established, exclusive Stewart-Warner 
wholesale distributors located in 55 
zones throughout the country. 

Each of these wholesale radio dis- 
tributors maintains a staff of experts, 
which includes a factory trained radio 
sales manager and radio mechanic to 
assist dealers in solving sales and tech- 
nical problems. 


Business Improving 


One phase of the industrial situation 
that appears to have commanded less 
attention than some others that are con- 
ceded to be less promising is the pro- 
nounced pick-up in the electrical man- 
ufacturing business, says the New York 
Times of May 23. 

This has been evidenced by the first 
quarter reports of such companies as 
General Electric and Westinghouse, 
and also by smaller companies, but 
from the April reports it is inferred 
that bookings for the second quarter 
will be even larger, and that 1925, 
judging from these indicators, stands 
to produce the largest gross business 
for these concerns in their history. 


New Price List 


A new list of suggested retail prices 
for Westinghouse’ electric ware, 
ranges and water heaters has just been 
issued by the Merchandising Depart- 
ment, Mansfield Works, Westinghouse 
Electric & Manufacturing Company, 
Mansfield, Ohio. 




















Offer this *55° Cleaner for §3Q75 


JEWE], 


ELECTRIC VACUUM CLEANER 





























Department and Hardware Stores Can Merchandise This 
Cleaner IN VOLUME Without the Use of 


House-to-House Salesmen 


Sells Right from Your Floor! 


It is PLAINLY EVIDENT to everyone that the 
JEWEL is a QUALITY CLEANER—not 
merely a machine built to meet a price— 
because it has $55.00 features and is 
backed by a 2-YEAR iron-clad guar- 
antee. 

You can, therefore, count upon a 
profitable over-the-counter business 
among those who have held off 

buying, waiting for a real cleaner 
at a reasonable price. 





FEATURES 


on this 
Bigger, Better Cleaner Lead your town in sales with- 
out canvassing or extra sale 
effort. Display this cleaner 
and show it to your cus- 
tomers and it will sell it- 
self. BIGGER VALUE 
—BIGGER TURN- 
OVER — BIGGER 
PROFITS. 


Oversize 1/5 H.P. motor— 
AIR COOLED. 
Non-cramping Pistol Grip 
handle with convenient push 
button switch. 

Full 14-inch Streamlined alu- 
minum nozzle. : 
Long nozzle points to get 
into corners and out-of-the- 
way places. 

Special adjustment on rear 
roller to raise or lower nozzle 
for different rug nap thick- 
nesses. 

Finest aluminum castings. 
Double, detachable, self-clean- 
ing brush. 

All plugs and fittings are 
standard and are approved by 
the Underwriters’ lLabora- 
tories. 


Guaranteed for 
Two Years 




















ORDER FROM YOUR JOBBER OR WRITE US 


CLEMENTS MFG. CO, Di 


608 Fulton Street, Chicago, III. Monroe 6606 
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Model 8-Inch 
No. 60 Fan 

3 Speed Retails for 
Motor 


$Q)-50 


Your Hot Weather Seller 


When summer comes, everyone wants an electric fan. 
Your customers will want a fan that is high grade and 
yet reasonably priced. Such a fan is the BREEZER, 
model 60. It is beautifully finished in nickel and 
black, and has a powerful, universal self-oiling motor 
with a three speed switch. Can be furnished for 110 
to 125 volt A. C. or D. C. Motor is noiseless in 
operation. Fan is furnished complete with standard 


length cord and plug. 


You can order 3, 6 or more on 30 days approval, and sell them 
before paying. Investigate our liberal proposition. You can 
make money the National way. Start TODAY! 





Housewives will depend upon you to supply 


Our National Advertising Programs started. 
them. Be prepared. Stock them now. 


National Stamping & Electric Works 
3212 W. Lake Street, Chicago, Illinois 
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AJAX—No. 33 Plural Socket Plug | 


Triple Socket Plug 
Leaves Lamp in Position Intended 


List Each 75e 


Greatest Value and Fastest Selling 
Item of This Character 





Guaranteed Against All Damage from Heat 
Moisture or Breakage 
No. 22 List 50c.—Liberal Discounts—2-4-1 List 45c. 
Your Jobber Can Supply You 
Insist on AJAX—St. Louis 


AJAX ELECTRIC SPECIALTY COMPANY 
St. Louis 


WE WANT 


One Live-Wire Dealer 
in Each City in the 
U. S. 


ESLER SPECIALTIES 


Appeal to the trade because 
of both service and econ- 
omy. Write today for 
literature and discounts. 




















Just One— 
But a Winner. 
ESLER PLUG. 


Metal Covered 
Retail at 25c and 
Show a Good Profit. 


Can 


ESLER ELECTRIC MFG. CO. 


MARION, IND. 























Help the Housewife Get Her 
Vacation 
(Continued from page 11) 


evening work, and then by going to bed earlier than she 
had known him to in recent years. 
If Bobby’s interest in sales was waning the next 


_morning, the sight of mother preparing for a day’s 
ironing gave him heart, and he was at the salesroom 


when the head of the firm arrived, reported his previ- 

ous day’s work, turned in the check and received as- 

surance the other two machines would be delivered. 
He was for starting out with the cleaner again, but 


_ took the advice of the merchant to strike while the 
prospect was fresh and take a grill and a toaster out 


| life, 


to those who had promised to buy the day before. 

Some more lessons in the demonstration room and 
then Bobby had another idea that was a credit to his 
college education. He went home, got out the family 
car, drove to the store, loaded up several appliances 
and was off. 

Bobby always had been strong on the social side of 
and the immersion heater was familiar from 
college uses, so his serving of tea and toast in his 
best collegiate style was not an unwelcome diversion 
with most of the women he visited that day. 

Not having been schooled in the positive ways of 
salesmanship, but having personality, Bobby broke all 


_of the rules of house-to-house selling that day, and he 
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must have broken some of the records for the amount 
of selling. He delivered practically all of the appli- 
ances he had taken out with him and had some orders 


to turn in. 


E had so caught the spirit of the play that he was 
taken off his feet when the dealer asked: 

“Do you want to take the cleaner home tonight? 
Yvuur sales total enough to earn one.” 

“If it is all the same to you, I will take the toaster, 
grill and percolator,’’ said Bobby, and with consent he 
packed these in the car, and mother’s vacation began 
the next morning when she found breakfast making a 
pleasure. 

As for Bobby, he was just getting interested. He 
soon had the appliances at home, so that the summer 
days became a vacation for mother. And when the 
Carroll house became an “electrical home,” Bobby kept 
on going, and how he did enjoy the real vacation he, 
mother and father spent in a cottage at the side of a 
lake up north. 

It was the first pleasure Bobby had ever earned, the 
first material benefits he had ever conferred upon his 
parents, and he found a still greater joy in the fact 
that the electrical appliances they took to the cottage 
would help to make all of the coming days a vacation 
for mother. 


URING these loafing days Bobby had some serious 
thoughts, and before they started back home he 
talked it over with father. | 
“It was the will to do something, the picture that you 
had in your mind that made you successful, son,” 
said father. “It was a work of love, and you could 




















not help but succeed, given your intelligence, education 
and personality. 

“The love of your work is most of the battle. 

“A clear picture of what you are doing is the second. 

“The fact that you fully realized that in selling these 
electrical appliances you were bringing happier days 
to women like your mother made your cause a worthy 
one.”’ 

The end of this story is that Bobby had found his 
place. He had learned that he could sell, and that 
selling the right thing was a work for the benefit of 
humanity. He did not go into the polite, nice job that 
fall, but when he went back to town he enlisted as a 
salesman, and since has been advanced to where he 
is successfully giving to other prospective salesmen the 
same pleasant picture that lured him to success. 

The man who can paint the picture of the more 
pleasant and useful days that are brought into the home 
by electrical appliances is the successful salesman of 
today. 








Macy’s Electrical Show Proves 
Worth of Demonstrations 
(Continued from page 19) 





shown in connection with this article. A spectacular 
piece of advertising was a giant Sperry searchlight 
on top of the Macy building. 

The show management was commended for the atti- 
tude of the demonstrators who apparently did not put 
sales as a first consideration. Visitors were not unduly 
urged to buy, although buying was made easy. It was 
in the details of management that this show differed 
from other store electrical shows. 

Representatives of the manufacturers were outspoken 
in praise of the show. R. D. Price, New York man- 
ager for the Robeson Rochester Corporation, said: 

“An exposition such as is running at Macy’s at this 
time is just the thing for the electrical appliance in- 
dustry. Right now we need something to bring our 
product directly to the consumer because she is back- 
ward in buying our merchandise. 

“This exposition is a fine idea, too, for getting the 
salesgirls interested in our lines. And, on top of this, 
it is getting our goods before a vast number of tran- 
sients who come to town for their shopping. It is a 
sound idea and has been put over right for manufac- 
turer, store and consumer.” 

This comment is typical of others. 

The exhibits at the show included: 

Model home, laundry, kitchen, dining room, bedroom; 
Westinghouse, apartment house; John Fink, fountains; 
Otis Elevator Company, escalator; United Electric, minia- 
ture power house; New York Edison, educational; Man- 
ning Bowman, percolators, table appliances; Landers, Frary 
& Clark, percolators, irons, table appliances; Robeson 
Rochester, lustre china percolators, table appliances; Sim- 
plex, irons, heating pads; Torrington Company, vacuum 
cleaners; Serv-El, refrigerators; Swartzbaugh Company, 
fireless cookers; New Home Sewing Machine Company, 
sewing machines; Shelton Electric Company, violet ray, 
vibrators, hair dryers; Hurley Machine Company, washing 
machines; M. S. Wright Company, vacuum cleaners; Fitz- 
gerald Manufacturing Company, waffles, toasters, curlers, 
log cabin; Buffalo Manufacturing Company, copper perco- 
lators, grills, curlers; and R. H. Macy, violet rays, heating 
pads, Victrolas, radio, and portable lamps. 











Now Hear Radio Music 
Better Than Ever Before 


For the Crosley Musicone, de- 
signed and built on entirely new 
principles, covered by basic patents 
issued and pending, reproduces 
music and voice true to life— 


By the end of this year, we expect 
to see the beautiful new Crosley 
Musicone replace at least half a 
million of the best of present-day 
radio reproducing devices. 


Without distortion, extraneous 
overtones, resonance vibrations or 
other horn noises; 


Over the entire musical scale, from 
lowest to highest notes, on any 
instrument; 


Without overloading; and without 
chattering, because its diaphragm 
is a floating cone; 


Without adjustments or additional 
batteries; 


Without directional properties or 
a horn; 


Andata price thatis revolutionary. 


Ten thousand radio dealers are now 
displaying and demonstrating the beau- 
tiful Crosley Musicone. 


Order Crosley Musicones from your job- 
bertoday. Here isone of the fastest profit- 
making radio devices on the market. 
Crosley owns and operates stationW LW, 
Cincinnati, the first remotely con- 
trolled super-power broadcasting station. 
The Crosley Radio Corporation 
6132 Sassafras Street, Cincinnati 
Powel Crosley, Jr., President 
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Add 10% west of 
Rocky Mountains 





Guarantee 


Dealers are authorized to sell the Crosley Musicone 
on five days’ trial in your home. Satisfaction guar- 


anteed or money refunded upon return. The Crosley Musicone is artistically 


beautiful--an ornament in any home. 


Crosley manufacturers receiving sets which are 
W rite for complete description. 


licensed under Armstrong U.S. Patent No. 1,113,149, 
and priced from $14.50 to $65, without accessories. 
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Sell it in your auto-accessory department 


First car cleaner ever designed. Only Vac- 
Brush that you can climb right in with and get 
into every corner. A perfected 12 in. “Vac,” 
replacing brush or whisk broom. 3000 used by 
N. Y. Clothing Manufacturers—used in altera- 
ticn departments—pool rooms—<ar show rooms 
—has a thousand uses in a home. 











Retail selling price allows a profit 
of $6.17. 

Mechanically 100°—send 
order. 







sample 


The O. K. Machine Co., Inc. 


‘Fort Wayne Indiana 


Q. K. Vacuum Brush 


Retails at $18.50 Complete 
$19.25 West of the Rockies 
































Think What a Demonstration 
These Exclusive Features Make 
Double washing action by a highly developed agitator plus 
constant flowing water circulating through the clothes. 


Scum and dirt are flushed out of basket and float on top 
of water in tub below. 

A greatly improved drying process, with solid basket with 
unperforated bottom and sides. No wringer necessary. 

Tells when filled without the necessity of watching a water- 
level mark. 

Self-emptying with discharge at tub height—even while 
fresh water is entering or while clothes are whirling dry. 


No raising, lowering or tilting of basket at any time during 
washing, rinsing, bluing or drying. 


More convenient size, easier to operate—all parts protected. 


Clothes can be soaked, if desired, in basket without hlling the 
tub. 


No perforations in side or bottom of basket to cause wear 
on clothes. 


No cumbersome heavy cover to handle. 
Table high for convenience. Light and easy to move, 


Basket and agitator simply lift out for cleaning—no ad- 
justments. 
Straight vertical drive and improved balance—less vibration. 


\ll parts coming in contact with clothes are nickel plated. 
Attractive table-top increases its usefulness. 
This is the only washer with features strong 


cnough to imterest people who now own 
washers, and make them want a new one. 











The Strongest 


- Demonstration 


Gets The Sale 


The washer that can show the greatest num- 
ber of desirable features sells at least expense 
and gets the biggest sales. The many exclusive 
features of the Dunham Whirldry Washer 
are easily demonstrated and readily appre- 


ciated. 
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will out-demonstrate 
any machine to-day 


Moreover, the Dunham Whirldry not only 
does the best washing job at the lowest cost 
per sale but eliminates the old bugbear of high 
servicing cost. How? Less parts than any 
other washer. No mechanism, levers, gears 
or gear box inside of tub. Straight vertical 
drive, smooth running, less vibration. No 
stuffing box. All gears sealed in oil. Switch, 
gear box and all mechanism under tub pro- 
tected against damage and dampness. [Easily 
adjusted motor belt—safety protected. No 
All parts that 
touch wash nickelplated. Isn't that what you 


raising, lowering or tilting. 
want ? 
Territories are going fast. 


Look into the Dunham proposition without 
delay. Let us mail you complete information 
—the broad, responsible Dunham policy, ad- 
vertising helps, sales promotion plans, the 
strong Dunham organization—the most inter- 
esting line-up ever available in the electric 
washer field. \W rite, or better still, wire to-day. 


GEORGE W. DUNHAM CORP. 


Genesee Street and Whitesboro Road 


Utica, New York 494 
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s—sh—SH! 
This Is 


IMPORTANT 


The most startling announcement ever 
made in the selling history of electrical ap- 
pliances will appear over our name in the 
July issue of this publication. Nothing like 
it was ever attempted before—it is revolu- 
tionary—it will put Hold-Heet merchandise 
clear out in front of all electrical appliances 
—and keep it there! 


A Word to the Wise 
Is Always Sufficient! 








Take the hint!’ We cannot give you all of the 
facts in time for this issue, but we can state that 
every Hold-Heet jobber and dealer will find his 
selling franchise at least twice as valuable after 
August Ist as it is today. And that is saying a 
lot! 


No matter what your buying and selling plans 
are for early Fall, don’t—don’t—DON’T! make 
the first move until you read our truly remarkable 
announcement in these columns next month. Wait! 





4 Wi praree 
4 “% ‘ 

obtre - wr ; 
> 


be hn 
on PAR Se 
Sox rete 


"etre Mae 


*~) 
t ” “St esorerrereE renee Z 
“ee - 
one 


yn cet > 


<9 





Hold-He et 





nd “ 
K 








Get the Greatest Moving 
Window Display Ever 


Made! 


Think of a full size eight color cut-out 
sign that shows a woman using one of 
the famous Hold-Heet Irons. While it 
glides the iron over the clothes with ob- 
vious ease, it also “flashes” a selling mes- 
sage that positively sells irons in a hurry. 
It works without attention day or night; 
it is the only electric combination moving 
and flashing sign in existence. Simply 
connect it to your electric circuit and it 
will start its jobs of attracting lookers to 
your window and buyers to your store. 
Once you get this trade magnet in your 
window, you will keep it there, because 
it will sell more Hold-Heet Irons than 
you ever thought possible. 


It Moves! At Flashes! 
it Sells Merchandise 


This remarkable sign cost us real 
money because it’s a real sign. Yet you 
can get one without expense. Your 
Hold-Heet jobber has a special deal on 
Hold-Heet Irons—a liberal offer you can- 
not afford to ignore if you want to sell a 
whole lot of irons this year. Ask him to 
tell you how you can get one of these 
moving flashing signs, worth at least $15, 
without cost to you. Don’t delay. We 
have only a limited number of signs to 
give away. See your Hold-Heet jobber 
today or write us direct. Act now. 








The World’s Largest 
Manufacturers of 
Lamp Socket Heating 
Devices 
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The clutch on a Brandes 
Headset makes it possi- 
ble to raise or lower the 
ear pieces—and to fasten 
them easily. It keeps the 
headset permanently ad- 
justed. 





oR CR a en yee oe gen eee oe 








eadsets ate really 
like speedometers 


An automobile isn’t considered complete 
without a speedometer. When a man 
wants to know what his car can really do, 
he needs one. When the radio fan wants 
to find out just what distance his set can 
get—on goes the headset. 


You can sell a Brandes headset with every 
radio receiver. It is as important a part 
of the set’s equipment as the speedometer 
is of the motor car’s. 


Form the profitable habit of selling a Brandes Headset with 


every radio set. 


randes 


The name to know in Radio 
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